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ABOVE. A NEW Necessity everyone has been waiting for. A _ practical, 
automatic Knife Sharpener. The OLYMPIC sharpens Eaiees like an expert 
in a few seconds. Real ‘‘professional’’ results at the press of a button. 
special grinding edges do all the work and produce a fine, keen edge. 
to use—saves the knife. Model 
KB Battery operated. $2.80 
list without batteries. [You 
supply and make the profit 
on 4 flashlight cells. | Model 
for A.C. Current. 


ABOVE. New! Battery Oper- 

ated Olympic Razor Blade 

Sharpener. produces f 
a new keen perfect ome on razor blade. All the features of famous Cones 
Electric Razor Blade Sharpener—grinds or strops. One blade lasts for months. 
Model B for all standard double edge blades; Model GB for GEM double 
edge blades. $2.55 list without batteries. {You supply and make the 
profit on 2 flashlight cells. | 


IF IT’S SALES YOU WANT 
Stock OLYMPIC Products 


The Olympic Knife Sharpeners, as you know, will instantly 
fill an important need—rapid sales will be produced. The 
battery operated Olympic Razor Blade Sharpener was cre- 
ated in answer to a demand for a speedy automatic sharp- 
ener that can be used anywhere. 


What are some of the features beside quick sales and 
profits? 


SELF DEMONSTRATING—Particularly the battery models 
—make their own sales for you—right on your counter. 
NATIONALLY ADVERTISED—A national campaign is 


soon to break—reaching millions of families in all walks 
of life. 


REPLACEMENT PROFITS—You get the replacement 
profits from batteries—grinding edges and compounds, etc. 
DEALER HELPS—Complete and unusual set of dealer 
helps free. 


ORDER FROM YOUR JOBBER—or send his name and we 
will send you complete details and circular. 


OLYMPIC INDUSTRIAL CORP. 


The 230 PARK AVENUE 
YORK, N. Y. 


Electric 
Sharpeners 


For A.C. Current. 

Model E for Gillette and other standard 
double edge blades; Model EG for Gem 
double edge blades. Nationally advertised. 


Nationally accepted. $2.00 list. 


OLYMPIC BATTERY OPERATED ELECTRIC RAZOR BLADE SHARPENERS 
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THE BLUE PENCIL FE 


ERE we are back again: 

Richard B. Marshall, former 
VP & genmgr of Electromaster, Inc., 
Detroit, has been unanimously elected 
to the presidency . . . Gerald Hulett, 
who handled sales and promotion, is 
made vice-president and director of 
the same company . . . E. V. Walsh, 
for six years sales manager and more 
recently vice president in charge of 
sales for Timken Silent Automatic 
Company, Detroit, resigned on Janu- 
ary 23rd... His plans’ for the 

future have not been announced . . 
Francis X. Fitzpatrick, 20 years with 
Graybar, has been upped to sales 
manager of the New England terri- 
tory ... Floyd Masters, Majestic 
sales executive, has been made assis- 
tant to the general sales manager . . . 
George L. Sammis, VP of the Sun- 
set Electric Company, Seattle, has re- 
signed to become administrator for 
the state liquor commish ... He 
is succeeded by A. L. Shellworth, 
company sales mgr since ’30... 
T. B. Allen is the new southern mgr 
of GE’s refrigeration department 
. . Sydney E. Wilson has been 
made British Columbia manager for 
Maytag Company, Ltd. ... Miss 
Polly Peacock (and is she good- 
looking!) has been appointed direc- 
tor of Kelvinator’s Kelvin Kitchen 
. Blue Pencil is looking forward 
to meeting her . . . Frank M. Root, 
formerly of the Easy Washing Ma- 
chine Co., has been made sales man- 
ager of the dealer division of Timken 
Silent Automatic Co. ... He ex- 
pects to sign a lot of new dealers in 
‘34... .H. F. MacGrath, formerly 
with Leonard Refrigerator, becomes 
vice president in charge of sales of 
the Major Appliance Corp., a division 
of Sunbeam Electric Mfg. Co., 
Evansville, Ind. . . . Arthur E. Al- 
len has just been made vice-president 
of the Westinghouse Electric & Mfg. 
Company in charge of the Merchan- 
dising Division. He was formerly 
vice-president of the Westinghouse 
Lamp Company and has been with 
the organization since 1902.... 
He will be succeeded at the Lamp 
Company by D. S. Youngholm, who 
becomes vice-president, according to 
President Walter Cary ... Mr. 
Youngholm has also had a long 

experience with Westinghouse . . 
He started 25 years ago in the engi- 

neering department... L. W. 
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THE STEWART- 
REFRIGERATION 


Backed by Spectacular Advertising Program—New Mer- 
chandising Plans, Proved and Practical—Sales Plans with 
Real Sales Drive in Them—A Host of New-Type Features 
That Make Demonstrations Clinch Sales! 


HE big news is out! The unveiling has taken place! Distributors 
from all over the country have come to inspect it critically— have 


gone back home “‘SOLp”’! 
Joseph E. Otis, Jr. and Frank A. Hiter, with their refrigeration engi- 


neering staff have really done it! 
For the 1934 Stewart-Warner Refrigeration Line definitely establishes 
this more than a quarter-of-a-century-old company in the forefront of 


the Refrigeration Industry. 
Tailored to Your Measure for Sales and Profits! 


= 


This great, new Stewart-Warner Line is a highly competitive one. In 
Quality! In Finish! In Features! In Eye Appeal! In Every Way! 
Its Advertising Program— both National and Local— is a generous one. = 


THIS FINGER POINTS 
to the smartest specialty fea- 


MAIL a ture of the year the “‘Feath- 


er-Touch’’ Instant Door 


Its theme is spectacular! 
The Merchandising and Sales Plans are down to cases— PRACTICAL COUPON 
TODAY your demonstration. And, just 


WORKABLE — PROFITABLE! They have been especially developed to 


make sales for YOU. No wide the seeiguater doer. 4 
. . 7 i 
FEATURES? Look some of them over in this ad. There isn’t room for all of Neg gmeee’ you a year of greater reftis 
them. Every one a new type. Improvements over anything you’ve ever tes, gt saprerehapeeedaihaies 
seen before. They literally “demonstrate” themselves into sales. Any one 
of these features is dramatic enough to base a whole sales campaign on! 
But the whole story can’t be told in this space. You certainly 
owe it to yourself to see this line and hear the whole profit- 
able story! Send coupon at right—today! 


STAN DARD 
MODELS 


EQUIPMENT ... Variable 
Freezing Control, “Perma-Cold”’ 
Defroster, Porcelain Chilling 
Unit, Glass Chilling Tray. 
HARDWARE: 4-Position Latch 
Handle, Semi-Concealed Hinges 
Chromium Finish. 


MODEL 454... 4.6 cu. ft.— 
SHELF AREA: 9.3 sq. ft. 


This extremely rugged, twin-cylinder 
compressor is over-size, as is also the MOD 
EL 554... 5. 
motor. Runs less often. Uses less cur- SHELF "hi sa 
rent. Needs less service. Less reason 
to get out of order. MODEL 704 7.01 f 
++ 7.01 cu. ft.— 


SHELF AREA: 13.4 sq. ft. 
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DE LUXE MODELS 


EQUIPMENT .. . Automatic Interior Light, New- 
Type ‘*Forget-Proof"’ Freezing Control and Defroster, 
Porcelain Ch.lling Unit with Chromium Plated Door, 
Porcelain Vegetable Crisper, Glass Chilling Tray. 
HARDWARE ~—“Feather-Touch” Automatic Door 
Opener, Semi-Concealed Hinges. Chromium Finish. 


MODEL 564—‘'Porceloid”’ exterior. All-porcelain 
interior, @© MODEL 564-P—All-porcelain ex- 
terior and interior. 5.6 cu. ft.—Shelf area: 11.3 
sq.ft. MODEL 714=‘'P orceloid”’ exterior. All- 
Porcelain interior. © MODEL 714-P—All-porce- 
lain exterior and intericr. 7.1 cu. ft.—Shelf area: 
13.48q. ft., © MODEL 834—*'Porceloid”’ exterior. 
All-porcelain interior. ¢© MODEL 834-P—All- 
porcelain exterior and interior. 8.3 cu. ft.—Shelf 
area; 17.1 sq. ft. 


SAG-PROOF INSULATION — Specially treated 
and constructed for years of service. Absolutely water- 
proof, vermin-proof, sag-proof, odorless. Special pure 
rubber door seal. SANITARY INTERIOR of spe- 
cial heavily-coated porcelain—with new-type design 
for easy cleaning.‘‘PORCELOID”’ EXTERIOR FIN- 
ISH—Hard, glass-like—permanently white. Will 
not mar, chip or peel. Resistant to fruit acids and 
soap alkalies. FLEXIBLE FAST-FREEZING ICE 
CUBE TRAYS that flip out cubes in quantities de- 
sired. TALL BOTTLE ROOM — Double shelf ca- 
pacity for milk bottles, tall ginger ale bottles, etc. 


ELECTRICAL MERCHANDISING 


NER 


POSITIVELY THE SENSATION 
OF THE TRADE 


how these easy-gliding, 
sas be taken out and used as trays. 


roller bearing shelves may 


This “‘Feather-Touch” Door Opener literally opens 
at a touch as light as a feather. This latch can be 
locked when children are around, 


The Great, Outstanding Feature— 

From Your Standpoint! PROFITS 
The basic purpose of the whole Stewart-Warner Refriger- 
ation sales set-up is to enable you as a dealer to make 
satisfactory profits. (How can we hold you as a dealer if 


you DON’T make profits?) The franchise, therefore, is 
distinctly written from your side of the desk! 


MAIL THIS COUPON TODAY! 


EM 
Refrigeration Division 134 
Stewart-Warner Corporation 
1839 Diversey Parkway, Chicago, 
Please send me at once complete information on 
your 1934 Refrigeration Line. I understand this 
will be done entirely without obligation to me. 


Your name....... 


Name of Firm... 


Address 


February, 1934 3 
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THAT 


together 


The Complete Refrigerator 
offers these, and a score of 
other, great sales advantages 


Len-A-Dor—Leonard's famous self 
opening, step saving door. 


Cabinets of b iful design, superior 
finish and qualit i 


Planned interior, with unusual shelf 
area and storage capacity. 


New serving tray, sliding and adjust- 
able sheives. 


Improved dairy basket, with bottle 
container, vegetable crisper; elec- 
tric light. 


12 freezing speeds, extra fast freezing 
tray, cold chest, “vacation tem- 
perature,” ice way lifter. 


All-porcelain interior, all-porcelain 
cooling unit, refrigeration mecha- 
nism backed by 20 years’ experience. 


y cons 


LEARN 


ABOUT 
THE NEW 


YOUR STORE 


T is in the showrooms of dealers that 

electric refrigerator sales are most 
easily made. Prospect, product and 
salesman in the same place at the 
same time. 


Leonard now offers you a plan that 
creates this ideal selling condition, 
bringing prospects in really large 
numbers into your store. Interested 
prospects—women who come to see 
and talk about electric refrigeration. 


This is a tested, proven plan—work- 
able, practical. In one city of 13,000, 
it brought 300 women into the Leonard 
dealer’s place of business on a specified 
day. It drew 125 to another dealer’s 
store in a town of 3600. It will repeat 


these results month after month—for 
you, if you wish. Coupled with the new 
Leonard line—a product of outstand- 
ing beauty and quality—this plan is 
going to do great things for Leonard 
dealers in 1934. Don’t you think you 
ought to know more about it? 


We will gladly give you all the details, 
and at the same time tell you many 
interesting facts about the new Leonard 
Electrics—11 beautiful models (5 all- 
porcelain), a complete line of plug-in 
merchandise that covers 98!2% of home 
refrigeration needs. Write or wire now. 
LEONARD REFRIGERATOR 

COMPANY, 14257 Plymouth 

Road, Detroit, Michigan. (59) >. 


STORE 


SELLING 
PLAN 


> PROSPEUI, SALESMAN < 
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What every merchant should know 


THE AMERICAN WEEKLY S 


Merchandise advertised in Tue American WEEKLY will 
help you ring up twice as many sales as merchandise adver- 
tised in any other magazine. That’s because THE AMERICAN 
WEEKLY is read by more than 5,000,000 families—double 
the number that read any other magazine—thereby creating 
double the demand for products advertised on its pages. 
When a manufacturer advertises in this Mighty Magazine, 
he hands you extra sales and profits—and all the more so, 
if you feature and display his merchandise. 


The American Weekly—what it is 


“4 @ The American Weekly is the largest magazine in the world. It is distributed 
i- through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
is cities of 10,000 population and over, The American Weekly concentrates 68% of its 
circulation. 
uu In each of 93 cities, it reaches one out of every two families 

In 110 more cities, 40 to 50% of the families 
_ In an additional 157 cities, 30 to 40% 
~ In another 169 cities, 20 to 30% 
“ ... and, in addition, more than 1,680,000 families in thousands of other commu- 
in nities, large and small, regularly buy and read The American Weekly. 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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VENTILATED FRONT 


fitting closet or close to wall. 
performance 


Good He keep. 


MODEL EA-35 


This Crosley Shelvador Elec- and door. Porcelain interior. 
tric Refrigerator (shown open White lacquer exterior with 
above) has a NET capacity black trimmings. Stamped 
of 3.5 cubic ft., with 7% brass hardware is chromium- 
square ft. of shelf space. Two plated. Ventilated Front... 
ice trays, each with 2l-cube _ refrigerator may be placed in 


capacity, or 42 cubes in all. 
No-stop defrosting control 
will defrost while operating. 
Thoroughly insulated body 


small closet or close to wall. 
Illuminated interior. Dimen- 
sions: 48” high, 2374” wide, 
2476" deep. 


Crosley 1934 model. Consider, for example, the one 

illustrated above. While the rated size of this box is 
3.5 net cubic feet, the “usable” food storage capacity is in- 
creased about 50° by the Shelvador feature. In these days 
of daily deliveries, this box should be large enough for ordinary 
family requirements. The price, extraordinarily low, be- 
comes still more amazing to your customer when she learns 
that the size is comparable to a larger box. Here is a leader 
of leaders from which to “sell up.” All Crosley models, in 
addition to the special features elsewhere described have: 
The self-contained removable unit that may be exchanged 
without interfering with refrigeration and that has an un- 
equaled record for trouble-free service; the ventilated front; 
thermal cut-out; no-stop defrosting switch that defrosts while 
operating; one-piece, rounded-corner porcelain interior; flat 
bar shelves; illuminated interior. All models available in 
full porcelain at slight extra cost. 


} OU will be surprised at the roominess of even the smallest 


Montana, Wyoming, Colorado, New Mezico and west, prices slightly higher. 


The Crosley Radioe Corp., - Cincinnati 
(Pioneer Manufacturers of Radio Receiving Sets) 
POWEL CROSLEY, Jr., Pres. Homeof ‘the Nation’s Station” —-WLW 


This important feature of all Crosley 1934 models 
greatly improves the operating efficiency by draw- 
ing in cool air from the front and expelling it from 
the rear, insuring perfect ventilation of the power 
unit even when the refrigerator is pla 
It makes for better 
less current 


in tight- 


consumption. 


(UNITED STATES PATENT RE-ISSUE NO. 19,008) 


HE startling success of the Crosley Shelvador Elec- 

| tric Refrigerator last year will be exceeded during 

1934! There is no question about it. For here’s 

Shelvador dressed in STREAMLINE BEAUTY, Shel- 

vador with new, added features . . . Shelvador—in short 
—in a new, finer, more convenient edition. 


ry ready sales are written all over these new models. 
eir breath-taking beauty catches the eye of the house- 
wife. Nothing like it has ever been seen. Not just an 
“improvement” on former models in smartness...a 
wholly new and entirely different concept of what the 
refrigerator ought to look like. 


The Shelvador feature, patented and exclusive, is of 
course the Big Idea in the 1934 Crosley Line. This—and 
Crosley’s quality and value—is what lifted the Crosley 
during 1933 way up among the biggest leaders in refrig- 
eration. It meant hundreds of thousands of dollars in 
profit to Crosley dealers ...and competitive dealers 
also have occasion to remember it! 


This is the refrigerator of the hour. Its sales message 
is packed with profit. It is the golden opportunity for 
refrigerator dealers . .. and for other dealers who want 
to enter this field. It is endorsed and approved by the 
largest, oldest, and most successful refrigerator outlets 
who pronounce it the outstanding line of the refrigerator 
world. See your Crosley distributor... this proposi- 
tion means real money to you. 


AUTOMATIC ILLUMINATED INTERIOR IN ALL MODELS 


MODEL EA-43 


Designed for apartment or home. 
NET capacity 4.3 cubic ft., with 
9.15 square ft. of shelf space. Shel- 
vador greatly increases “ 
capacity. Two ice trays, each of 
21-cube size; total 42 cubes. Also 
one double depth tray. No-stop de- 
frosting control will defrost while 
operating. Thoroughly insulated 
throughout. Stamped brass, chrom- 
ium plated hardware of modern de- 
sign. Porcelain interior; exterior 
in white lacquer with black trim- 
mings. Ventilated front. Illumi- 
nated interior. Dimensions: 54''4” 
high, 237%” wide, 2474” deep 


$417.00 


livered, with 
one year 
free service. 


ALL PRICES INCLUDE DELIVERY..INSTALLATION..ONE YEAR FREE SERVICE 


2 
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world’s most beautiful refriger- 


ator—incorporates features never before 
combined in an electric refrigerator. For 
example: 


1. THE SHELVADOR ... . the biggest sales feature in re- 
frigeration. Increases “usable” space about 50% over rated 
cubic capacity. Think of the price advantage to the Crosley | 
dealer who can sell on a comparative basis of “‘usable”’ space. 
Think of the convenience to the housewife, whose “reach 
and hunt” days are over. 


2. THE SHELVATRAY...When you want what is 
behind the chicken, merely put Shelvatray in a level posi- 
tion, place the chicken on it and get what you're after. 
Shelvatray (patent pending), an exclusive Crosley feature, 


saves “steps and stoops.” Just put what you want on ; 
Shelvatray and take it—Shelvatray and all—to table or 
stove. (Patents Pending.) 


3. THE SHELVABASKET ... Handy for greens- 

cabbages, carrots and the like. Swings with door. 
A place for everything and everything in place . . . that’s 
Crosley’s motto. Exclusive, of course. Not refrigerated. 
(Patents pending.) 


4. THE VENTILATED FRONT .. . Increases efficiency 
and economy of power unit. Stops “churning” of warm 
air when refrigerator is placed to wall or in tight closet. 
Exclusive. Sure! 


5. THE STORABIN ... A place for potatoes and onions / 

and other bulk items. Just another example of Crosley’s , 
scientific use of space ordinarily wasted. ot refrigerated. 
Exclusive. (Patents pending.) 


The above are some of the features. See your distributor. 
See the new Crosley models. 


MODEL E-55 | | 
(Shown Open Above) 
NET capacity, 5.5 cubic ft. Shelf space, 
11.6 square ft. Features: Crosley Shelva- Model | 
dor; Shelvatray; Shelvabasket; Storabin; 
self-closing door to ice-tray chamber ; no-stop defrosting control, E-55 i | 
in all; one double-depth tray; thoroughly insulated in door an ; 
body; chromium plated hardware of stamped brass; porcelain showing both open 
in lacquer with black trimmings; 
uminat interior. ase rests on | | 
floor. Dimensions: 5734” high, 29” 50 and closed views | | 
wide, 25'%%" deep. Specially venti- 
| 
MODEL E-43 MODEL E-70 
NET capacity, 4.3 cubic ft. Shelf space, 9.15 NET capacity, 7 cubicft. Shelf space, 14.9 square i 
squareft. Incorporates all features of Model E-55, ft. Incorporates all features of Model E-55. Has ! 
Twoice trays, each holding 21 cubes ; four 21-cube ice trays—84 cubes ' | 
—42 cubes in all—also one double- in all, and one double-depth tray. | 
Hardware is stamped brass, | 
depth tay. Chrominm plated | chromium plated. Porcelain in- 
brass hardware, porcelain ananeee. terior with white lacquer exterior 
f white lacquer black trimmed ex- | trimmed in black. Base rests 
o terior. Base rests onfloor. Interior on floor. Dimensions: 58%” 
illuminated. Dimensions: 56',%” | high 3234” wide, 267%” deep. 
rH high, 2374” wide, 247%” deep. Price, Specially ventilated front. Price, 
delivered, 
35.00 one sear GF-00 
freeservice 
a free service. 
” 
» Montana, Wyoming, Colorado, New Merico and west, prices slightly higher. 


The Crosley Radio Cor 


(Pioneer Manufacturers 
POWEL CROSLEY, Jr., President 


ALL PRICES INCLUDE DELIVERY. .INSTALLA 


oration - Cincinnati 
Radio Receiving Sets) 
Home of “‘the Nation’s Station” —WLW 


ON..ONE YEAR FREE SERVICE 


CROSLEY 
4 Tri 
: 
(UNITED STATES PATENT RE-ISSUE NO. 19,008) 
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ROYAL DE LUXE —Biggest 1934 Value 


IS new model ROYAL is in step with the Nation’s 
March of Progress . . . Beautiful in appearance... 
Efficient in operation . . . Sturdily constructed and the 
first moderate priced cleaner with an electric light and 
used cleaner allowance. 


FEATURES 


1. Electric light to insure efficient 
cleaning in dark shadows. 


¥%2. Pleasing lines and cheerful color. 


%*3. Tilting mechanism for conveni- 
ent cleaning of small rugs. 


%4. Handle lock to simplify stair 
cleaning. 


%5. Wide hinged opening bag. No 


chore to empty. 


%6. Double wheel truck in rear to 
prevent tipping. 


%7. Convenient pistol grip and easy 


operating trigger switch. 


us 


%8. Powerful suction and motor driv- 


en brush. 
*% 9%. Automatic oiling system to insure long ¥% 11. Trade-in allowance for customer’s old 
life. cleaner. 
% 10. Super Service, non-kinkable rubber cov- % 12. Convenient arrangement for attaching 
ered cord. cleaning tools. 


List Price $44.50, Less Trade-in Allowance 
Dealers, with this new 1934 ROYAL DE LUXE—the thorough ROYAL merchandising program—the ROYAL 


inancing service and the liberal Dealer Discount, are bound to show increasing sales volume and profits. 


ROYAL Culinaire 


Powerful and Different. 


Receiving wonderful acceptance all over the 


United States and Canada. SLICES 
SHREDS 

Thousands of users are already showing GRINDS 

this wonderful new kitchen servant to CHOPS 

their friends which is proven by repeat 

orders coming in from Dealers. peal 


List Price $24.50 
Slightly higher Denver West and Canada. 


Royal Cleaners and Royal Culinaires are making money for Dealers. Why not you? 
They can be your competition or your opportunity. Write for complete sales story. 


THE P. A. GEIER COMPANY » CLEVELAND, OHIO 
CONTINENTAL ELECTRIC COMPANY, LTD. TORONTO, CANADA 


= 
f 
° i » a? A 


Flashy 
ANOTHER 


Th SENS, 
Beall 


EMERSON 


INDUSTRY FOR OVER 40 YEARS 


am 


Powerful 1934 Leader 
for the EMERSON Line 


When you click the switch on this star- 
tling new Emerson creation your enthusi- 
asm will rise to a high selling pitch. It is 
called the Silver Swan—Silver, because of 
its gleaming silvery blades— Swan, because 
of the grace and rhythm of its design. 
Amazingly beautiful— utterly different. 


The public is ready for a truly modern fan 
and once you actually see the Silver Swan 
you will agree that Emerson has built a 
fan that will really arouse new interest in 
your Fan Department— stop customers, 
bring them in your store—and help you 
sell other fans, other stock. 


Eye-attracting as it is, the Silver Swan is 
nota freak or novelty design but a genuine 
merchandising item built to sell—and re- 
turn you a gratifying profit. 


But why not get the entire 
story. Here’s the card—just 
sign and mail—send it now! 


ERSon 


THE 


ELECTRIC MFG. CO. 
CHICAGO « ST. LOUIS » NEW YORK 
EADERS IN THE FAN AND MOTOR 


presents 


SEND THIS CARD FOR COMPLETE DETAIL 


TAY 
\ 
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FIRST CLASS | 


PERMIT No. 1962 
(Sec. 3844 P.L. &R.) 
St. Louis, Mo. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in U.S.A. 
2¢ POSTAGE WILL BE PAID BY ADDRESSEE 


The EMERSON ELECTRIC MFG CO. 


2018 WASHINGTON AVE. 


ST. LOUIS, 


MO. 
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TRADE MARK 


FANS 


You've got a real surprise coming when you 


see the Sea Gull. It has more selling appeal 


than any popular priced fan ever offered. 


It's NEW —a real advance in fan design — 
destined to become the 1934 leader of ail 
popular priced fans. 


Any way you look at the Sea Gull — side, 
rear or head on, it’s a beauty. Veteran fan 
dealers, even our own salesmen, guessed the 
retail prices one and two dollars higher than 
they really are! Why? Because the Sea Gull 
looks like more money. That means power- 


ful profit possibilities for you. 


8” Stationary 
10” Oscillator 


Tell you more about it? No, that’s our “bird 
in the hand,” so to speak, but you'll get 


the whole story when you send the post 
card below for the 1934 Emerson Catalog. 
When you read it you'll see that the 
Sea Gull—the Silver Swan, a clas- 
SEND THIS CARD FOR COMPLETE DETAILS sicin the higher priced field—and 
the whole 1934 Emerson line, 


The EMERSON ELECTRIC MEG. CO. backed by a powerful national ad- 


ST. LOUIS, MO. 
Gentlemen: — 


] Please send EMERSON 1934 catalog and complete 
details about the Silver Swan. 


vertising campaign holds more 
profit possibilities for our dealers 
than ever before. So sign the post 
card and mail it today. No post- 
age required. 


[ ~) What's all the mystery about your new popular priced 
— fan, the Sea Gull? 


@ LET ME IN ON THE SECRET 


NAME 


R. 
ADDRESS 


CHICAGO SF. LOUIS NEW YORK 


LEADERS IN THE FAN AND MOTOR — 
INDUSTRY FOR OVER 40° 


the 
| 
| 
| 
| 
THE 
ELECTRIC MFG. co. 
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Over the counters of shops and stores in a steady stream 


ELECTRICAL MERCHANDISING 


gain! 


went the New Toastmasters and Hospitality Trays during 
1933. An increase in sales of more than 50% over 1932! 


As Always Toastmaster is the 
Pace Maker for Electric Toasters! 


And it will increase its lead in 
1934! January business has already 
clinched that fact. Dealers are 
urged to fill in stocks in anticipa- 
tion of continued demand. Orders 
are flowing in. The factory is busy. 


Our new policy of year ‘round 
national advertising is putting 
life into consumer demand. And 
thousands of New Hospitality 
Trays in constant use are making 
customers out of admiring guests. 


Toastmaster Profits are on Parade! 


Are You watching them pass? . . Or inviting them in? 


A New Toastmaster Hospitality 
Tray should be prominently dis- 
played in your window — right 
now! And on several well-traveled 
aisles of your store, too. Business 
is ripe for picking — and there's 
lots of it! The New Toastmaster 
and the Hospitality Tray are in 
first place among the items on 


ES 


today’s shopping lists. Be ready 


for this business! 


And — if you are not handling 
the New Toastmaster Hospitality 
Tray, get your jobber on the 
phone today. You can make it one 
of your most profitable lines of 
merchandise. 


The New Toastmaster 
has the exclusive, 
patented 
Flexible Clock 


which, as you know, eliminates 
all pre-heating, and makes slice 
after slice of perfect toast without 
the slightest thought or attention. 
Whether the New Toastmaster is 
hot, or cold, or merely warm, the 
Flexible Clock adjusts itself in- 
stantly, regulating toasting time 
to the fraction of a second re- 
quired. 


The New Toastmaster toasts every 
slice to a perfection no other 
toaster even attempts. 


When you sell the New Toastmaster, 
you sell the toaster most of your 


customers want to buy! 


WATERS-GENTER CO. 


A Division of McGraw Electric Company 


MINNEAPOLIS, MINNESOTA 


OF McGRAW ELECTRIC COMPANY 
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FLEXIBILITY 


| GIVES GREATER 


SALEABILITY 


The Conover shown 
is Portable Model F-4 


The Conover Electric Dishwasher line is short... 
it is complete...but above all it is most flexible. ‘Wim we — 
@ It includes both portable and built-in kitchen 
cabinet models which meet the needs of almost 
all households. More important still the Conover 
line best fits the requirements of the Conover dealer 
in building his own electric kitchen around the Conover. 
@ Conover flexibility promotes sales... in several ways. 
The dealer may promote and display different types of kitch- 


ens... the inexpensive as well as the deluxe. It gives him the right Conover Will Exhibit Again this Year 
variety of dishwashers to sell . . . to customers who already have at a Century of Progress, Chicago 
the other major electric appliances as well as to those whose ee ee 
NR kitchens need to be entirely modernized. The portable hibit at A Century of Progress in 1933, thet 
RA Conover will again exhibit there in the Elec- 
models are especially helpful in demonstrating Conover's trical Building, in the World's Fair of 1934, 

Ww peerless performance to prospects for built-in models. - 


wu ee evant @ Write or Wire Today for Dealer Plan Book. vos 
THE CONOVER COMPANY, 3123 Carroll Avenue, Chicago, Illinois 1”, ¥ 


Sold in Canada and the British Empire by Consolidated Industries, Ltd., Toronto, Ontario | 


CONOVER 


DISHWASHER 


| 
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NOW...DELCO ANNOUNCES THE LATEST ACHIEVEMENT 
IN AUTOMATIC HOME HEAT 


Engineered as one unit from the ground 
up. Automatic burner, boiler, domestic 
hot water heater... harmonized 
into one beautiful compact cabinet 


Here is the newest contribution to greater 
home comfort from the makers of the 
famous Delco Heat Oil Burner. ..a com- 
plete, harmonized heating unit that is a 
modern marvel in heating efficiency and 
fuel economy. 

The unlimited facilities of Delco Re- 
search Laboratorie....the influence of 
General Motors’ 25 years’ experience 
with the combustion of liquid fuels are 
clearly reflected in this great new product. 
Every point of construction has been 
proved by hundreds of painstaking tests 
in scores of homes. And the results show 
up in a brilliance of performance that is 
entirely new. 


Remarkable Heating Efficiency 


This new Delco Heat Boiler combines 
the super-heat-producing qualities of the 
Delco Heat Oil Burner with the amazing 
heat-absorbing efficiency of a remark- 
ably designed boiler. A new degree of 
heating efficiency and economy has been 
attained through pre-heating the air be- 
fore combustion, entirely surrounding 
the combustion chamber with water, 
employing a larger heating surface; and 
multiple fins which scientifically control 
the heat travel upwards...delivering all 
possible heat into the home. 


Easy to Install 


Basically, the new Delco Heat Boiler 
follows the accepted up-draft design... 
thoroughly underst by the heating 
trade for 40 years. It will go into any 
basement without alterations in doors 


or partitions. The actual installation 
is so simple that nothing can go wrong. 


Mail Coupon 


Delco Heat dealers, with the fastest-sell- 
ing conversion burner and the remark- 
able new Delco Heat Boiler are in the 
position to meet a// home heating re- 


A GENERAL MOTORS VALUE 


quirements with outstanding products. 
More money will be invested in 1934 for 
newspaper and magazine advertising than 
ever before. Get your share of this Delco 
Heat business. Send the coupon today for 
full details about the Delco Heat Boiler 
and the profit-making possibilities of the 
Delco Heat franchise in your territory. 


DELCO APPLIANCE CORPORATION, 
Division of General Motors, 
Dept. O-27, Rochester, N. Y. 


Please send full details about the new Delco Heat 
Boiler and the Delco Heat franchise. 
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PROFIT... 


Dealers and Distributors profit by 


selling Century Fans because their 
superiority can be so easily and con- 
vincingly demonstrated to prospect- 
ive customers... Lower selling expense 
... Longer user satisfaction...The line 
is complete...Send for Bulletin 44. 
CENTURY ELECTRIC COMPANY 


1806 Pine Street St. Louis, Mo. 
Offices and Stock Points in Principal Cities 
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What every electrical merchandiser 


There are too many $1.98 sales made to customers 
really in the market for $10.00 to $20.00 worth of cooking 
equipment. 

These customers are compelled by circumstances to 
look around for something smaller and less expensive than 
a range. What they want is a minor appliance having 
mojor utility,—more than a hot plate, less than a range — 
appliances like our new Everhot Compakts. 

lling this market means stepping up the unit sale 
and mney profit. It means less servicing; greater 
customer satisfaction. 

It is easier to merchandise to this market with a “group” 


electrical appliances 


The Swartzbaugh Mfg. Co. 
Toledo, Ohio 


of appliances like Everhot Compakts. Problems of display 
and salesmanship are practically solved by the character 
of the merchandise. 

A “group” setting of Everhot Compakts, styled in the 
modern manner porcelain enameled a delicate shade of 
green, with major utility plain as day, attracts patronage, 
makes sales. 

Retail prices of Everhot Compakts are from $10.00 to 
$20.00. Customers in the market for real cooking utility 
recognize the values offered at these prices. You shoul 
recognize the sales possibilities of a complete display of 
Everhot Compakts. 


The Bverhot Electric 
Cooker —- champion 
sales performer of 
eleetrie cooking appli- 
anees. It roasts and 
bakes and does water- 
less cooking without 
attention so well that 
it is in regular daily 
use wherever it is 
introduced. 


| 
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@Were your Washer prices “jockeyed” up and down in 1933? 


Not so with ABC—-we made prices and stuck to them. Not in one instance, 
all during 1933, did we raise prices one week only to lower them the next. 
ABC dealers knew where they stood all the time. Prices weren’t jockeyed 
up and down—we didn’t embarrass our dealers; we didn’t and wouldn’t 
make them lose money and profits merely for temporary gain. 


Were “Special Price Sales” put on all over the country on the 
Washer you carry? 


Not so with ABC—our dealers didn’t have to shout sacrifice prices; they 
weren’t forced to trade or even lose dollars on ‘‘price sales.’’ They had 
quality, performance and value to sell and they sold plenty washers. 1933 
was the biggest year in ABC history. And, best of all, ABC dealers made 
real net profits—77% of all sales were on the $70 to $120 units. 


®Does the policy under which you work permit you to run your 
own business? 


In 1934 ABC will The ‘‘you must” or ‘‘you mustn’t’”’ attitude is not in the ABC curriculum. 
again exhibit at: 


A Century of We assist—not insist, we cooperate—not coerce. ABC dealers are entitled 
Progress. to run their own business without outside interference. 


QUARTER CENTURY OF PROGRESS! 


16 — 
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@Does your washer franchise force you to “Load up” with more 
than you can possibly sell? 


Not so with ABC—our policy always takes your side of the transaction 
into consideration. Big inventories, big investments, obsolescence are not 
problems confronting ABC dealers—they need buy only what they can 
sell, and—no more. 


@ls your washer line “balanced” so that no sale need be lost? 


Every ABC model from the DeLuxe Spinner, down to the popular priced 
unit—5 different, improved and startlingly attractive models—were pur- 
posely designed and priced to fit every size pocketbook. ABC’s new ‘‘Step- 
Down” Line for 1934 provides everything you want, including a profit- 
opportunity unequalled anywhere. 


@Has your washer line contributed to the industry's advancement? 


Have you a washer with such a major improvement as the FINGERTIP 
CONTROL that catches the eye of prospects because it’s new, different, 
revolutionary? Does your line have quality, design and value-plus even 
down to the lowest priced washer? ABC is singularly outstanding in the 
entire industry as having originated, developed and pioneered many 
notable advancement features in washing machines—many of which are 
exclusive with ABC. . 


ABC’s new 1934 line again leads the way. It answers your every sales and profit problem. You'll 


marvel at its completeness— its salability—its magnetism to attract buyers. Ride the tide of 
success with ABC in 1934. 


There’s no time to lose. The sooner you start with ABC, the sooner you'll be making real money. 
We’re ready to show you the most remarkable line the industry has every produced. Wire the 
date you want to see it. 7 


ALTORFER BROS. COMPANY, (Est. 1909) Peoria, Illinois 


. 


Even more brilliant, complete, more outstanding than last year. Merely 
to illustrate the new 1934 line wouldn’t do it justice you must see it! 
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Announcing 


The greatest motor value ever offered 


IMPROVE 


RUBBER 
MOUNTING 
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washing-machine manufacturers, 
their distributors and dealers 


“MAJOR MOTOR IMPROVEMENTS 
that will help you sell washing machines | 


INTERCHANGEABILITY... All 1/4-horsepower motors have the same | 
mounting and over-all dimensions; fit into the same space and mount in the 
same cradle. 


IMPROVED LUBRICATION... The right amount of correct lubricant | 
is provided at the factory ...no provision is made for re-oiling. The initial | 
lubrication of the G-E Type KH washing-machine motor is designed to last 

the LIFETIME of the domestic washing machine on which the motor is | 
originally installed. | 


RUBBER MOUNTING... Permanently fixed: Each rubber cushion ring is 
vulcanized to an outer metal ring and assembled to the motor on the ma- 
chined end portion of each bearing housing. The conformation of the inner | 
surface of the ring is such as to interlock with the machining of the bearing 
housing, thus holding the motor securely in place. Impervious to oil: The 
rubber rings are treated with a compound which is impervious to oil. Quiet: 
The mounting is designed to eliminate objectionable noise caused by torque | 
vibration and by endwise and radial out-of-balance. This resulteis obtained by 
suspending the motor close to its axis and by the proportioning of the | 


cushion rings. 


These are a few of the outstanding improvements incorporated in this design which 
make it to-day’s best buy in washing-machine motors. For further information, 
address General Electric, Dept. 6A-201, Schenectady, N. Y. 
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? 


Signal offers you a complete line of high quality Induction and Universal fans in 
sizes from 614” to 16”, straight and oscillator types. There’s a good profit for 
you, too, with the Signal line, although these fans are priced to conform with 
present buying. They are decidedly fans your customers will appreciate. + + + 


Write for Signal’s 1934 presentation. * + 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Pad 


Offices in Principal Cities 
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SPEED QUEE) 


chrome safety wringer; 
new high vane, tangle- 
proof agitator; ivory 


low price. 


Industry’s 
most beauti- 
ful washer finished in 
ivory and black with full 
chrome safety wringer; 


striking pearl-green fin- 
ish; new high vane, tangle- 
proof agitator; green por- 
celain tub; also 4-cycle 
gas engine 
model. 


MODEL 


Regular 
Queen 


The washing machine business during 1933 was good. 1934 
promises to be even better. With the much improved eco- 
nomic outlook and with increased consumer purchasing 
power .... both on the farm and in the city... . there should 


be well over a million machines sold this coming year! 


The 1934 Speed Queen-Simplex Line, which is more com- 
plete than ever, gives you 7 “master keys” to this profitable agitator. 


market. New improvements have been made. Better values 
have been created. New models have been added. 


Outstanding is the popularly priced Model “F” which intro- 
duces a new, distinctively beautiful pearl-green finish. A low 
priced leader has been added which will enable you to meet 
any price competition. 


tub; two-tone green fin- 
WRITE OR WIRE FOR FULL DETAILS. ish; aluminum submerged 


BARLOW & SEELIG MFG. CO., Ripon, Wis. “a 


Manufacturers of Household Appliances Since 1908 


Conventional 
single wall 
construction; porcelain 
tub; available with either 
top dolly or bottom agi- 
tator; lowest price leader. 


New 1934 Simplex Ironer includes further refine- 
ments in construction and operative efficiency. 

masterpiece of ironing machine quality. Popularly 
priced. Now available with porcelain table top 
cabinet cover. Ivory finish. 
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DO YOU KNOW 


...that the Westinghouse ‘‘Built- 
in Watchman” thermostat elimi- 
nates fuse replacement or circuit 
breaker resetting in the event of 
unusual overload conditions? 


...that Westinghouse combines 
the advantages of forced-draught 
cooling with a top-mounted, her- 
metically-sealed mechanism ? 


...that approximately 300 rigid 
tests are required during the pro- 
duction of every Westinghouse 
Dual-automatic Refrigerator? 


Westinghouse 
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@ You’ve found it pays in business to get 
facts and proof. That being the case, you 
will find the ‘‘Franchise Comparison Chart” 
gives you exactly the information you want 
in laying your plans for a profitable electric 
refrigeration year in 1934. 

There are reasons why Westinghouse 
sales have shown average yearly increases of 
50% every year since the Westinghouse 
Dual-automatic Refrigerator was first put 
on the market. Why not find out what 
they are? There are many important ad- 
vantages in Westinghouse advertising, sales 
promotion, education and general selling 


any sort. 


Westinghouse Electric & Mfg. Co., 
Refrigeration Division (EM 2-34), Mansfield, O. 


We're willing to be shown. Send the Franchise 
Comparison Chart — without cost or obligation of 


ELECTRICAL MERCHANDISING 


FOR 1934 


assistance. Why not add up their cash 
value to you? There is good-will as well 
as profit in a service-free, super-quality 
line of refrigerators such as Westinghouse 
offers in its twelve handsome “‘Master Series’”’ 
models. 

Regardless of your present plans, let us 
send you the “‘Franchise Comparison Chart.” 
A request on the coupon below or your own 
letterhead will bring it. Since it costs noth- 
ing, and may add something to your net 
profit for 1934, you have everything to gain 
and nothing to lose. Send NOW for the 
“Franchise Comparison Chart!’’ 
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Timken Silent Automatic Co. 
of Detroit—long a leading manu- 
facturer of oil heating equipment for 
homes—has materially lowered prices 
preparatory to extending its dealer 
> ie organization all over the United States. 
>; The market for many electrical 
appliances, perhaps the ones on 
which your profits depend, has 
reached a much higher saturation 
point—with fewer prime prospects 
—with less certainty of satisfactory 
profit—than electrically operated 
and controlled Timken Silent Auto- 
matic Oil Heating Equipment. 

Automatic oil heating becomes 
more popular each year—popular 
with more home owners—more 
popular with Dealers—because it is 
more profitable to them. Returning 
prosperity will speed up the already 
pronounced trend toward Timken 
automatic oil heating—with satisfac- 
tory profit to Dealers lined up with 
the “right” manufacturer. 

Only the surface of this great wait- 
ing market has been touched. The 
pioneering is done. The “idea” is well 
sold to the public. The product is 
mechanically perfect. Timken has 
earned universal confidence. The 
richest rewards are yet to come. 
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UR plan makes it easy and profitable for you to sell 
Timken oil heating equipment. Your investment in 
merchandise will be small. We assist in building and 
training your sales organization and help responsible 
dealers in handling time payment contracts. 

Timken dealers will tell you they are treated with 
fairness and consideration. You too will be pleased 
with your Timken connection. 


The richest selling season of the year is just ahead. 
To learn if the Timken franchise in your territory is still 
available, wire, phone or write at once to The Timken 
Silent Automatic Company, Detroit, Michigan. 


TO WORK THIS GOLDEN MARKET 
TIMKEN OFFERS YOU: 


6) The new Timken Oil Furnace. 
A completely automatic heat- 
ing unit which also furnishes 
year-round domestic hot water 
service. 


(@ A great and widely respected 
name. 


@) The good will of nearly 100,- 
000 satisfied enthusiastic 
users. 

© A high capacity automatic oil 


@) The broadest retailing expe- burning water heater. 


rience in the industry. 
@ Proved selling plans — devel- 


@A proved and justly famous oped, tested and perfected at 
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For new h r 


25 


deled homes—or wherever new heating 


plants are seed, the new Timken Oil Furnace is the ideal equip- 
ment. Burner and boiler in one. Includes automatic year ‘round 
hot water service. 


automatic oil burner for con- 
verting present heating plants, 
at lowest prices in its history. 
It has been the first choice of 
America’s homes for the last 
six years, the period of the in- 


our own expense. Constant and 
helpful codéperation direct 
from headquarters and through 
our adequate field force of 
trained and experienced men, 
whose job is to help you make 


dustry’s greatest growth. more money. 


WATER HEATERS 


Every home with an old-fashioned heating plant is a prospect for 
the famous Timken Silent Automatic Oil Burner and a Timken Auto- 
matic Water Heater. Nearly 100,000 burners have been installed. 


MAIL THIS COUPON 
S The Timken Silent Automatic Co. 
162 Clark Ave., Detroit, Mich. 

Please give me complete details of your dealer 
proposition. 
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Do these 3 things—and 
SELL MORE LAMPS 
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USE 
HE EASEL-BACK 
RDVERTISEMEN 


"THESE three selling tools—con- 


scientiously applied—will help you to the 
best lamp selling year you ever had. 


1. 


Get the Window Display Service in 
promptly. Give it a chance to iden- 
tify your store as lamp headquarters. 


Put the easel-back advertisements on 
a prominent counter and pile quan- 
tities of best selling lamps around 
them. 


Ask customers to buy. Read Edison 
MAZDA lamp advertisements and use 
their talking points. That may be 
the final push that’s needed. 


Follow these suggestions. Then you 


will be signing your name to Edison 


MAZDA lamp advertising. . 


. and you will 


step ahead to the best lamp selling year 
you ever had. General Electric Company, 
Nela Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 
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Quiz 


OES it mean anything to the washer manufacturers that their once strong 
body of dealers devote their major display space and their major man- 
power to refrigerators? And that these dealers bore last year an important 

part in selling 1,050,000 domestic refrigerators for $175,277,420, or three times 
the money that about the same number of washers realized? 

Does it mean anything when department store men devoted two sessions of their 
recent national convention to discussing means for putting electrical appliance 
departments on a higher profit basis—with specialty methods of selling and with 
advertising that carries more than the worn-out bait of bargain prices? 

Is there no significance in the effort of Sears, Roebuck—largest single washer 
outlet—to better their washer prices by pushing a restyled and redesigned machine 
at a higher price? 


HE trade cannot survive on present washer price levels. Sales resistance 

continues high. The competition of other products for available consumer 
money will increase and not lessen. And without active selling—and margins to 
pay for it—washer volume cannot be maintained. 

The only remedy is for the manufacturers to make all permissible and possible 
effort to restore living price levels on present models; to do away entirely with 
such destructive trade practices as spiffs and other bribery ; to develop new washers 
with extra service features that command prices at $100 and above and draw the 
specialty dealer and the specialized department back into building markets. 


HE washer business has drifted into its present state. Wise leadership and 
a willingness to get together and act together could quickly bring about a better 
situation. 

This leadership is in the hands of less than a dozen men. These men by them- 
selves did not build the washer industry. They were supported by thousands of 
dealers and merchants, large and small, whose purpose was profit and whose 
interest in washers can only be maintained by the profit incentive. 

Is it too much to expect that these leaders will take the necessary action to 
restore living profits to their distribution or, failing any action, will they be con- 
tent to see this distribution turn to other and more profitable lines? 


EpitTor 


L. E. Morratrt, 


Editor 
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What Happening 
the 


Valley 


By Laurence Wray 


power development and flood control in the Tennes- 
see River between Jefferson City and Florence, Ala. 
President Monroe started it in 1824 and successive Con- 
gresses for nearly a hundred years to come were to ap- 
propriate miilions to build canals, locks, dams and power 
plants—all to no apparent or immediate purpose or use. 
jut when the World War brought a crying need for 
nitrate plants, such as Germany alone possessed, then 
public attention and governmental acumen focussed on 
the Muscle Shoals development as the site for the pro- 
duction of nitrates so indispensable in the manufacture 
of munitions. 
From that June 2, 1916, however, when President 
Wilson as a war-time emergency measure, authorized 
the construction of nitrate and power plants at Muscle 


[' all began with Muscle Shoals, an experiment on 


GALLOWAY Photos 


Here, on the 
Clinch River. 
north of 
ville, Tenn., the 
Norris Dam is 
in process of 
construction. 
The tiny white 
marker on the 
upper left hand 

corner of the 

picture shows 

the height to 

which the con 


crete will rise. 


And 16 miles 
from Wilson 
Dam at Muscle 
Shoals is the 
Joe Wheeler 
Dam (above) 
where workmen 
can be seen on 
the construction 
of the big lock. 
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Shoals, the development, having served its immediate 
purpose again languished, its canals falling into ruin, 
its power plants obsolescent, its mighty Wilson Dam im- 
pounding millions of cubic feet of water that turned not 
a wheel nor produced a kilowatt of energy. But it 
was there—that was important. The hundreds of mil- 
lions of dollars that had been invested during a cen- 
tury of development could not be wished into the thin 
air of the Valley it was to make famous. 

President Hoover wished that it might have. 
Goaded by Senator Norris and by special groups that 
harried every Congress to pass bills providing for gov- 
ernment ownership and operation of utilities, the Mus- 
cle Shoals development in the Tennessee Valley was 
pointed out as the ideal spot for experiments in the 
production of power at rates that would open up its 
wider use to the inhabitants of that vast area. But 
13 years later, when the bill, providing for government 
operation of the project, was’ passed by both houses of 
Congress, it was promptly squelched by a vigorous veto 
at the hands of President Hoover. “The initiative of 
American citizens . . . has been responsible for the build- 
ing of private business” he said. “It is not the place of 
the government to go into competition with its own 
citizens . . .” 

And so there the thing lay. Henry Ford offered to 
buy the property. So did a group of Southern power 
companies. But nothing came of it. 

With the inauguration of President Roosevelt, the 
long and costly history of Muscle Shoals, along with a 
lot of other cherished institutions, began to undergo def- 
inite changes. The worst fears of utility company op- 
eratives were realized. Congress passed the Norris bill 
as an emergency measure to provide employment and 
make a lasting experiment in cheaper power production ; 
the President authorized the creation of the Tennessee 
Valley Authority, under the chairmanship of Arthur E. 
Morgan, with H. A. Morgan and David E. Lilienthal, 
directors. 

With a grant from Congress of $50,000,000 plus an 
additional $3,500,000 of Civil Works Administration 
funds, TVA set up its headquarters in Knoxville, Tenn., 
and proceeded on its work of construction, re-foresta- 
tion, prevention of soil erosion, highway and village plan- 
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Near the site of Nor- 
ris Dam is rising a 
model community to 
be occupied by dam 
workers. 250 houses 
are being erected, most 
of them 3-roomers 
costing about $3,000 
a piece. They will be 
completely electrified 
—house-heating, cook- 
ing, water heating, re- 
frigeration, etc. The 
lavish use of cheap 
power makes them, in 
a way, an ideal that 
TVA is striving to 
make possible for all 
Valley householders. 


When Will the Electric Home 
& Farm Authority Start Its Ap- 
pliance Program? 


A good deal of bewilderment exists, 
even among those elements of appliance 
trade in the Tennessee Valley who are 
most vitally affected, as to when the . 
appliance financing and distribution parts 
of the Electric Home & Farm Authority 
will begin to actively function. In the 
accompanying article, the details of the 
plan are gone into at some length. There 
is some natural delay, however, in getting 
the program started for two reasons: (1) 
negotiation of a contract between EH- 
FA and the Reconstruction Finance 
Corp. involving the $10,000,000 credit 
being extended to finance consumer buying 
and (2) the fact that TVA officials and 
engineers are working on the specifications 
of the special, low-priced line of refrigera- 
tors, ranges and water heaters which will 
be submitted to manufacturers. Here, too, 
there will be some slight delay in getting 
into production. About a month will be 
required before these are ready, according 
to an unofficial estimate, and it is expected 
that the plan will be operating and goods 
moving to consumers by about May 1. 


ning, flood control, power production and all the other 
projects that enter into the creation of a new deal in the 
production and distribution of cheaper power. 

Work was begun immediately on Norris Dam at Cove 
Creek on the Clinch River, 25 miles north of Knoxville. 
This dam (No. 2) is primarily a storage dam or reservoir 
for flood control and to equalize the flow of water to 
Wilson Dam at Muscle Shoals. It will flood 54,000 acres 
of land and will cost about $37,000,000. A power plant 
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THE 
TENNESSEE VALLEY St. Louis At Norris Dam a town Norris Damon 
Louisville of 250 electritied houses the Clinth River 
A map of the region embraced are being built for dam workers,” : 
by the Tennessee Valley Au- “8.5 ¥ int 
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cle Shoals, the Joe Wheeler Another community at Muscle Shoals s. oP 
Dam (No. 3) is also under using T.V.A.power | 
construction by TVA. It is GEORGIA 
designed primarily for navi- 
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gation and flood control and ) ALABAMA 
will cost $30,000,000. In addi- and Gcorgin white 
tion, TVA is building a fer- Red | outside the Tennessee Valle. drainage basin are 
costing $48,000, as an ex- 


grade fertilizer at low cost 

and passing these benefits on 

to the farmers in the area 

whose properties and production in cotton, corn and 
tobacco have been seriously impaired by soil ero- 
sion and the lack of cheap fertilizer. If the experiment 
is a success, TVA anticipates building a much larger 
plant, capable of supplying adequate provisions of fer- 
tilizer for the entire section. 


The Distribution Problem 


O much for a glance backwards and a brief consider- 

ation of the production plans underway. As in any 
other business, there is a production problem but more 
important is the distribution and consumption problem. 

TVA understands that it may be three or four years 
before Norris Dam or the Joe Wheeler Dam may be 
functioning as power producing units. It has, therefore, 
one immediate pre-occupation: distributing the surplus 
power generated at Wilson Dam at Muscle Shoals. 
Three methods are open: supplying power to municipali- 
ties at present served by local private utility companies, 
in which case the municipality would have to vote to 
build a distribution system; buying existing distribution 
facilities of local private utilities; constructing and ex- 
tending power lines into rural areas not heretofore sup- 
plied with any form of electric service. 

All three of these methods have been employed. 
Several municipalities including Knoxville, Tenn., Tu- 
pelo, Miss., and Kingsport, Tenn., have voted to buy 
TVA power and build their own distribution systems 
(sometimes with the help of RFC or PWA financing). 
The second system, that of buying existing facilities from 
power companies already operating in the area, was 
effected as recently as Jan. 4 when the three southern 
units of the Commonwealth and Southern Corporation, 
operating in Tennessee, Alabama and Georgia, contracted 
to sell TVA generating, transmission and distributing 
power system in rural counties. These territories lie 
chiefly in the Muscle Shoals and Norris Dam areas where 
public sentiment was already disposed to take advantage 
of the TVA set-up. Part of the contract provides that 


TVA will not engage in direct competition with those 
companies (Alabama and Georgia Power and Tennessee 
Electric Power) in areas which they will continue to 
serve. The contract also contains a provision, however, 
that those companies will institute substantial rate reduc- 
tions in the areas they serve. Thus, with the avowed 
purpose of reducing the cost of electric current in the 
Tennessee Valley, TVA has effected general rate reduc- 
tions even in those territories making no use of its gen- 
erating or distributing facilities. The total cost of the 
equipment and distributing system deeded to TVA is 
said to be about $3,000,000. While these rate reductions 
have been put into effect in Atlanta, Birmingham, Chat- 
tanooga and Nashville, they are still higher than the 
TVA rates in effect in such communities as Tupelo, 
Miss., and Kingsport, Tenn. And there is little likeli- 
hood of any further reductions going into effect until 
the expiration of the contract with TVA which takes 
place in 1938, about the time of the completion of the 
Norris Dam. 


Opening Rural Districts 


N addition to supplying existing municipalities, the 

Tennessee Valley Authority is proceeding on what 
might be called the most important phase, socially, of 
their entire program—extending power lines into rural 
areas that have never known the glow of an electric 
light. Areas that are thousands of acres in extent where 
tenant farmers have tilled the soil from generation to 
generation and live today in a state so primitive, so di- 
vorced from those simple services we have come to look 
upon as necessities, that they might be living in a different 
world. 


Such things as running water are unknown. The 


blessings of electric current applied to lighting, heating 
water, cooking, refrigerating, cleaning, laundering, churn- 
ing, pumping, sawing wood, husking corn and all the 
hundred other uses we‘are famiiar with and which con- 
tribute in such enormous measure to our advanced stand- 
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ard of living, mean nothing to them. Most of them have 
never even heard of them. Even automobiles are scarce. 
The proud family that boasts a radio, gets its programs 
on an ancient battery-operated set with a complicated 
set of dials, antennas and ear-phones. They read 
their papers by kerosene lamps, cook their meals on stoves 
fired with wood, feed their horses and pigs on winter 
mornings by lantern light and husk their corn by hand. 

Corn, cotton and tobacco are the staple crops they 
raise and sell at the local market. Twenty-five to 150- 
acre farms are common, the whole family working and 
producing in a season, ten, fifteen, twenty bales of cotton 
—their income for the year. In some of the mountain 
sections incomes run as low as $45 a year, in others $125. 
The average tenant farmer is locally reputed to make 
somewhere between $250 and $500 a year. 

These are the people to whom the government, through 
the Tennessee Valley Authority, expects to bring a new 
outlook on life, higher standards of living, higher in- 
comes and a freedom from the appalling drudgery which, 
for the past three hundred years, they have come to look 
upon as an ineluctable portion of their meagre existence. 
These are the people that the government is using, as 
a beneficent experiment, to prove that there is no reason 
why electric power, like good roads, should not be made 
as easily available and as cheap to a great body of its 
scattered citizens, as to their more highly-favored urban 
neighbors. 


The Need for Consumption 


At of which brings us now to the next problem 
confronting TVA in this far-reaching social experi- 
ment. The capacity to produce power through the de- 
velopment of the natural water resources of the Tennes- 
see Valley has been proven. The involved problem ‘of 
distributing that power—making it available to the ulti- 
mate consumers—we have just touched upon. But there 
still remains the question as to how the farmer with a 
low average income can adequately use the current that 
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DAVID E. LILIENTHAL 


(On the right) who is Director and General Counsel 
of the TVA and President of its subsidiary EH&FA. 
In the picture he is shown with one of the engineers in 
charge of construction of rural lines. 


has been made available. In the majority of cases, too, 
there exists a complete ignorance of the benefits that the 
use of electric power on the farm and in the home brings. 
Of what avail cheap and plentiful current if the people 
for whom it was intended cannot afford to buy electric 
appliances or have not been educated up to their use? 
There we come to the point in this article insofar as it 
affects the electric appliance industry. 

On December 19, President Roosevelt announced the 
creation of the Electric Home & Farm Authority, a sub- 
sidiary of TVA, the purpose of which was to aid in the 
distribution and financing of cheaper electrical appli- 
ances. Many misconceptions arose when the plan was 
first announced. In this magazine we commented critic- 
ally on the plan which, from all the information avail- 
able at that time made it appear that the government 
was going into the business of manufacturing and dis- 
tributing—as well as financing—a line of cheap electrical 
appliances in competition with private manufacturers. 
This report was premature and subsequent developments 
proved that it was accurate in only one of its phases—— 
financing. 

It was to obtain a fairly complete picture of the opera- 
tion of the Electric Home & Farm Authority, Inc., that 
the writer spent nearly two weeks in Knoxville, Chat- 
tanooga and Nashville, Tenn., interviewing TVA offi- 
cials, distributors and dealers, contractors and local 
private utility executives. Suffice to say that from the 
standpoint of the established electrical industry, there 
exists a state of uncertainty and even bewilderment as to 
just how EH&FA will function. The opinion is widely 
held, however, that its activities will result in the most bene- 
ficial stimulus to the appliance business that the area 
has ever known. To obtain a clearer picture of the im- 
mediate and future objectives of the EH&FA, let me 
first canvass the ground covered by the official announce- 
ments of the TVA. 

The Electric Home & Farm Authority is a corpora- 
tion with a capital of $1,000,000 supplied by the public 
works fund. The capitalization provides for organiza- 
tion, promotional and educational work in aiding appli- 
ance sales in the Tennessee Valley area. In addition, the 
Reconstruction Finance Corporation will lend EH&F.\ 
up to $10,000,000 for the purpose of financing the sales 
of appliances in the territory. 

The directors of EH&FA are the directors of TVA 
namely: A. E. Morgan, H. A. Morgan and David E. 
Lilienthal who becomes president of the subsidiary 
corporation. 

In a meeting with the National Electrical Manufac- 
turers Association which presented to Mr. Lilienthal a 
set of recommendations concerning the operation of the 
appliance end of the Tennessee Valley project, an 
agreement was reached on the basic outlines of the plan 
to be pursued by EH&FA. Those recommendations pre- 
sented by NEMA and adopted by TVA embraced the 
following important points: 

1. That present channels of distribution be maintained. 

2. That each manufacturer provide one model from 
his line to be sold at a lesser profit, as a leader item. 

3. That TVA aid in cutting distribution costs by 
undertaking the preparation of promotional literature and 

(Continued on page 56) 


31 


| 
see | 
to 
er, 
red 
the 
uc- 
en- 
the 
is 
ons 
lat- 
the 
elo, 
eli- 
ntil 
kes 
the 
the 
hat 
of 
1ral 
tric 
lere 
1 to 
di- 
ook 
rent 
The 
ting 
the 
1934 


The Proprietor is 


In Belvidere, IIl., 
it’s a case of 


“Tn again...Out again...Gone again...Sullivan” 
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“We handle advertised appliances,” declares R. E. Sullivan (above). “If we sold 
unknown stuff our friends would feel we were presuming on them.” On opposite 
page, street scene in Belviderc, Illinois. 


Busin 


OW much should a store tie a man down? 

Emmett Sullivan was face to face with this ques- 

tion more than a year ago when he realized his 
ambition of acquiring a fine location in the heart of 
Belvidere, Il]. Old-timers remarked, “My, what a swell 
place you have, Emmett. We remember when you first 
rented space in the drug store. Guess you never dreamed 
you'd be doing all this business ten years ago when you 
peddled Fords.” 

“No,” replied Emmett. “Here we carry Graybar and 
Maytag washers, Philco radios and Frigidaires. We 
have an island of small appliances and a book rental 
department that can’t be beat as a traffic builder. By all 
tokens my sister Bess and I should be doing a far better 
business than in the old days.” 

But they weren't. From a top of $24,564 in 1929, 
$15,856 in 1930 and $12,456 in 1931, the volume has 
slipped to even less than that by 1933. And _ things 
should have begun to pick up by then. 

Busy! Heavens, yes. The front door kept open- 
ing and shutting all day long with customers for radio 
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tubes, women looking for books, farmers out on strolling 
expeditions and small boys with appliances for repairing. 
Any day the firm of R. E. Sullivan looks like a beehive. 
But there was that slipping volume, proved by the yearly 
income tax returns. One afternoon an hour’s check 
was made of a group of callers at the store. This is who 
came in: 

1. A man who requested Sullivan to bring him two 
dozen fresh eggs from a neighbor who kept hens. 

2. Two neighbors who wanted to borrow a } hp. 
motor for grinding some sausage. 

3. A boy who reported he had flunked a Latin quiz 
at school. 

4. A car owner who wanted Emmett to take a look at 
his radio. 

5. A Belvidere banker who bought a copy of “Is Sex 
Necessary ?” 

6. Two farm women who said their battery radio was 
performing perfectly but they weren't ready for a 
washer yet. 

7. A little girl who had acquired local fame by writing 
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a letter to Scribner’s, who looked over the valentines. 
8. A matron who said she had read “Anthony 
Adverse” and who idly looked around the store at appli- 
ances, 
So it goes on, hour after hour. Plenty of store traffic 
that brings in a constant dribble of small sales which 
help to pay the heat, light and rent. But nowhere are 


there any major appliance purchases that meant real 
profit in the bank. 


MMETT SULLIVAN took stock, saw that as a 

merchant he didn’t have as great a variety of items 
as the hardware or drug store. Store-keeping alone 
wouldn’t pay. He figured out where he had something 
different to offer—and every way you looked at it, he 
saw that he was a specialty salesman first, a storekeeper 
second. His was a job to make people acquainted with 
the benefit of major appliances and one had to go out 
to do it. 

“I realize that the same principles which built up good 
traffic in a city store would not work in a town of 8,000 
like Belvidere,” declared Mr. Sullivan. “They bring in 
more gossip than business. Our book rental department 
attracts an average of 35 mature women a day. We get 
the bulk of the tube business of the town. Our com- 
manding location makes it easy for people to drop in. 
Each has a few words to say. What is the result of all 
this? It merely serves to burn up all my time without a 
compensating increase in profit. In a city where traffic 


may bring real profit, here it attracts visitors, and only 
pays for the overhead.” 


LIST of car owners in the county gives an excel- 

lent prospect list for major appliance sales, Mr. 
Sullivan thinks. Those who replace cars frequently 
obviously have plenty of money to spend. Thanks to 
the years he spent as a young man selling Fords, he 
has a wide circle of acquaintances among this group 
who call him by his first name, “Emmett.” That 
familiarity plus a record for presenting merchandise 
at its real worth has been his stock in trade. 

It has helped him to sell 89 Graybar washers at $49 
to $59 in the last year and a half. Twenty of these 
were cash customers. 

It helped him, without any polished presentation, to 
sell 28 electric refrigerators (Frigidaire) 


between 
August, 1930, and September, 1931. 


Twenty-two of 


these were for cash and the average sale was around 


$200. In the fall of 1931-32 he sold ten, of which six 


went for cash. In 1933 he sold 12, with three for cash. 


‘THERE comes a time in the life of every electrical 

dealer when he is confused by the amount of detail 
that falls on him,” Mr. Sullivan declares. “He is spared 
this when he is working singlehanded, and when he has 
got his place departmentalized. But there is an in- 
between period when detail simply snows a man under. 
We made about $100 profit on small appliances around 
Christmas. Our book rental departmental brings in 
around $60 a month. We sold $900 worth of radio 
tubes last year. But this is all chicken feed to what 
can be done outside.” 

Under the new reorganization plan, the R. E. Sullivan 
Electric Shop is operating on this basis: 

1. Emmet Sullivan, proprietor, takes care of outside 
selling, making calls and dropping into the store only 
once or twice a day. 

2. Bess Sullivan handles small appliance sales, lamp 
sales, tube testing and sales, book rentals and the credit 
end of the business. She takes care of all telephone 
calls. 

3. A mechanic does the repair work on radio and small 
appliances. Mr. Sullivan still personally handles refrig- 
erator repairs which are infrequent. 

The firm carries all its own finance paper, and has 
approximately $3,000 in accounts receivable at the pres- 
ent moment. On refrigerators, there have been no 
reverts. With washing machines there have been only a 
few. Radio, on the other hand, has given the firm a 
sour experience. The reason for Sullivan carrying his 
own finance paper is that he feels that any electrical 
dealer who has not a very exact accounting system must 
know always where he is at. Money advanced by a 
finance house always creates the illusion of prosperity, 
he says—often with a bitter awakening to the dealer 
when he is hit by a flock of reverts. 

Plans for the future with R. E. Sullivan and Com- 
pany include both the promotion of the gas-engine- 
driven washing machine and the battery-operated radio 
set. Abundant signs point to the fact that the farming 
community, long knocked out financially, is beginning to 
revive and weekly there come nibbles of interest in 
these two electrical devices. Better conditions and gov- 
ernment money are making themselves felt, and when 
this is printed the chances are that Emmett Sullivan will 
be jogging over country roads with a washing machine 
or one of the new aluminum frame refrigerators on his 


truck, all set to do missionary work to the awakening 
countryside. 


R. E. Sullivan’s Electric Shop at Belvidere, Lil. 
The store, says Mr. Sullivan, is a good place to 
stay out of. Business is on the outside. 


Electrical Merchandising, February, 1934 


| 
| 
— 
- : 
34 


BUY YOUR 
LIGHT 


How one displayed the Pin-It-Up 
lamps and (right) how they were 
canvassed from door-to-door. 


AST July there was placed in our 
hands by a member of the engineer- 
ing staff at Nela Park a “queer” look- 
ing gadget. When we asked him what 
was its purpose, he said, “Well, it’s a 
device by which light can be placed 
anywhere by simply ‘pinning it up.’ ” 
And so, a Pin-It-Up light it became. 

With some hesitancy in our minds, 
we set about to market this fixture 
among our customers. A quota was set 
up and preparations made to present 
the fixture throughout the territory we 
serve. 

At this date, with the “smoke of bat- 
tle” clearing away, we find to our 
amazement that, instead of selling the 
quota, we have exceeded it by one hun- 
dred per cent. 

Of course, the success of this sale has 
been due in a large measure to the 
device itself. However, a large part of 
the success is due also to the fact that 
the sales activity was planned around 
the cooperation of dealers, principally 
hardware and electrical dealers. 

Two crews of door-to-door salesmen 
were organized and by means of attrac- 
tive crew prizes, lively rivalry was 
stimulated between crews which helped 
materially in stimulating sales. 

But to get back to the dealers, twen- 
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By H. S. Nonneman 


Asst. Commercial Mgr. 
The Dayton Power & Light Co. 


ty-eight (28) dealers throughout the 
city of Dayton proper, as well as a 
number of dealers in the smaller towns 
served by the company, had displays in 
their windows and directly benefited 
from every sale made by the sales 
crews. This was accomplished by zon- 
ing the town and assigning a definite 
territory to each dealer in which ter- 
ritory the dealer benefited by receiving 
a commission on each sale made by the 
sales crew. Of course, the dealers also 
made sales in their stores. 

Advertising was planned around the 
dealer activity in an effort to focus the 
attention of the public on the fact that 
in buying one of these fixtures, his, or 
her, favorite dealer would receive the 
benefit. 

The fixtures were sold with a small 
down payment and the balance spread 
over four monthly payments. 

Now, in conclusion, what can be ex- 
pected from such an activity. 

First, from the standpoint of the util- 


ity, of course, we feel that the adding 
of an additional socket equipped with 
a 60-watt lamp in almost ten per cent 
of the homes we serve represents an 
increase in revenue that is so much 
needed. 

Second. As to the dealer. There is 
the bulb replacement which will repre- 
sent quite an item in a year’s time. An- 
other important item is the fact that 
with the use of the Pin-It-Up fixture 
the customer should become more con- 
scious of the value of properly shaded 
light. This should help the dealer in 
future sales of bulbs and lighting de- 
vices to the customer. 

Third. And finally, how does the cus- 
tomer benefit? In this day of shrink- 
ing family budgets, the use of such a 
fixture in numerous places in the home 
provides, temporarily, at least, a solu- 
tion to the problem of many a house- 
wife. 

Many a portable lamp, we are told, 
has been released for a more important 
location in the home due to the intro- 
duction of this handy Pin-It-Up light. 

Truly, 1933, has not been without its 
innovations and to the lighting frater- 
nity I believe one of the most important 
has been this lovely, pleasing and most 
practical lighting fixture. 
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HE successful specialty salesman will look 1934 
conditions squarely in the face; not as an optimist 
nor as a pessimist but rather as a realist. Although 
the sales situation this year is a lot brighter than it has 
been, it will be a lot tougher than during “the good old 
days.” He must, therefore, tune his tactics to the times. 

All over the land, profit-starved industries are girding 
for intensive assaults on the depleted family pocket book. 
The public is so short-stocked on everything that many 
of the once saturated markets have swung back into new 
expansion phases, due to excessive replacement needs. 
The average family has about four times the usual num- 
ber of buying desires and only about half the money to 
buy. Thus the clash and clatter of competitive battle 
for the consumer dollar is going to be terrific this year. 
The purchase of many an automobile will usurp your 
chance to sell some home appliance, unless you guard 
against it. 

Nothing is so important as sales justification in 1934. 
Unless you are particularly adroit in weaving into your 
closing sales arguments convincing proof that the pur- 
chase will justify itself economically, you will lose many 
sales. Apparent as this necessity is, I fear it is not 
thoroughly realized. I have questionnaire returns from 
322 exceptional specialty salesmen in which they were 
asked what, in their opinions, were the most necessary 
attributes for successful selling under present conditions 
and less than 10 per cent of them mentioned the all- 
important consideration of sales justification. This shows 
an amazing weakness which must be corrected if we, as 
appliance salesmen, expect to hear more of the merry 
tinkle from bigger earnings this year. 

There are two general classes of home appliance which 
are more favorably positioned to win out in the inter- 
competitive battle for the consumer’s dollar in 1934: 

(1) Appliances which perform an indispensable func- 
tion and which, when they break down irreparably in 
present ownership, must be replaced irrespective of what 
else the family might want to buy. Washing machines 
and vacuum cleaners are in this class; an important per- 
centage of the ownership of which is so certainly near 
the break-down point that we can expect accelerated 
replacement demand this year. In a sense, sales justi- 
fication of these is less important because they are neces- 
sities which must be replaced. But justification is impor- 
tant if you intend to sell the prospect up to a profitable 
price. 

(2) Appliances which create such use-savings as to 
make it possible to convince the prospect that their pur- 
chase can largely be financed from the real economies 
they affect. Electric refrigerators and other home appli- 
ances are in this class. If properly sold, they can be 
made to escape the intercompetitive hazard, because the 
average family can be made to realize that it can own 
them without damaging its chance to possess other things 
which cut deeper into the family pocket book. 

There are, of course, many angles to sales justification. 
There is justification on the basis of health, convenience, 
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You Afford 


THE APPLIANCE SALESMAN’S 
1934 APPROACH 


must prove that the purchase 
CUTS THE BUDGET 
rather than adding to tt 


The second in a sertes 
of articles on RETRAINING 


for more sales 


By G. E. Stedman 


pleasure, social imitation, etc. But the one most power- 
ful form of justification is economic. 

Whenever you can sit down with a woman and con- 
vince her that she is already paying in real money the 
equivalent of what it would cost her to own something 
that would eliminate that cost; then you have a decided 
selling advantage. But it must be something that can 
be capitalized on the basis of real savings. 

On the other hand, the more genuine evidence that 
can be mustered to prove that any certain product creates 
savings in labor or savings in the important items of the 
family budget; the more that product is removed from 
competitive consideration and the easier it is to make a 
sale. It is important for the salesman to know just 
where the average family’s money is being spent and in 
what demonstrable ways the product he represents will 
affect this—and that is about all there is to economic 
justification. 
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It can be proved that there is 16 times the chance your 
prospect will be under the $2,000 income class than above 


it in 1934. Any average family of this class, according 
to the latest data, budgets its expenditures as follows: 
Per Cent 


From the above. it is observed that the average prospect 
has only $96 per vear of savings above the many needs 
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of living which can be invested in anything. That amount 
will not go very far in the purchase of any major home 
comfort and there are a tremendous number of indus- 
tries fighting to get their hands on it. So the greatest 
chance for most products is to divert the money being 
spent on other items upon the clear proof that they 
affect savings over regular expenditures otherwise made. 
Certain of these expenditures offer a greater chance for 
a convincing sales story than others. There is where 
your opportunity lies. 

For example, presume you were selling a product that 
could be definitely proved as setting aside all health 
expenditures. That would provide a justification limit 
of $45, which wouldn’t be much. Suppose, on the other 
hand, you were representing a product that created def- 
inite economies of 20 per cent in food expenditures. 
You would have a justification limit of $128.80 ($2,000 
x32.2%x20% ) which would carry major purchasing 
influence. 

The important thing for each of us, aspiring to more 
successful specialty selling this year, is to analyze the 
products we represent in relation to the items of expense 
on the family budget of the $2,000 income class ; find the 
ways in which we can prove definite savings and trans- 
late these to the prospect in comparison to a monthly 
buying method in such a way as to convince her that 
the privilege of ownership is by no means as large as the 
actual selling price. And this economic justification 
argument should be worked out with each prospect in a 
way particularly adapted to the habits of every house- 
wife’s family. 

A book could be written on means and methods of 
economic justification. All I can hope to do is to give 
you an appreciation of its importance and a few clues 
that will help you to work it out completely yourself. 
Let us take electric refrigeration as an example. It 
touches more items of family expenditure and, of all 
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home appliances, can perhaps be most convincingly justi- 
fied from the economic standpoint. 

It is assumed that during the early part of your pres- 
entation you have dramatically sold its many convenience 
features to the housewife to the point where its use- 
values have made the selling price appear more than 
reasonable. Right here, let me say that if you think 
price, as such, is an influencing factor in purchase you 
are woefully mistaken. It has a relatively insignificant 
rating. If you build up use-values in the big way they 
can be, any reasonable price is unimportant. If you fail 
to do this, even a low price appears too large. The best 
way to cut the price is to increase the appreciation of its 
use-values to the point where its significance declines. 
And that is certainly the method which you must resort 
to under new NRA conditions. 

During this part of the presentation it is also wise to 
sell the husband thoroughly on the mechanical eminence 
of the refrigerator as well as on the stability of the 
company behind it so he will recognize that the use-values 
which so enthuse his wife represent an enduring invest- 
ment. 

When this point is reached, the only question in the 
minds of both is “Where can we get the money to buy 
it?’ That is what makes a closing argument based 
upon economic justification so very important. 

In the closing procedure, it is necessary to frame an 
argument around the following points, all developed from 
local standpoint and proved by local evidence. 

First, it is essential that the prospect be sold on the 
year-round values of electric refrigeration. This can be 
done by resort to local weather reports showing the 
number of days the temperature is within the critical 
refrigerating range ; by pointing out the disastrous effects 
in food spoilage and consequent risk to family health if 
foods are not stored within this range; by reciting health 
department reports of increased illness during winter 
months and the hazard of old-fashioned substitutes for 
winter refrigeration; by exhibiting testimony of local 
users to prove that all consider the protective values of 
refrigeration more important during winter months. 

With this fact accepted, you can make your first point 
in the economic justification by comparing monthly costs 
of ice with monthly costs of electric refrigerators ; using 
local rates in each case and substantiating the reasonable- 
ness of the estimate by resort to the actual running costs 
of local owners. The average cost of ice per day, com- 
pared to the average cost of operation of an electric 
refrigerator is 16.17c. to 4.23c. Of course this varies 
widely in various localities. A savings per month, aver- 
aging from $2.00 to $3.50 can always be proved. 

The second point in the justification argument is con- 
cerned with food spoilage. The Scientific American and 
other reputable authorities, such as the National Con- 
ference of Marketing and Farm Credits has proved that 
20 per cent of the average food bill is wasted by food 
spoilage. In the foregoing budget figures, it was shown 
that the $2,000 income family spends 32.2 per cent for 
food, or $644 per year of which 20 per cent, or $128.80 
is wasted by food spoilage. In other words, no matter 
what the locality and who the prospect, you can gain 
her acceptance that refrigerator savings from food spoil- 
age will be from $3.00 to $5.00 per month. 

The third justification point is that of utilizing left- 
overs. Any prospect can recall innumerable times when 
one or two pork chops, or some other left over, has 
been thrown away after each meal which could have been 
conserved if an electric refrigerator was owned. Built 
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up from the angle of the many foods in the average 
daily menu; this can be estimated as a savings of $1.80 
to $4.50 per month. The Cleveland Electric League, for 
example, estimates this saving to be 5 cents per meal. 

The fourth point in the economic justification is that 
derived from quantity marketing. Providing the right 

size refrigerator is purchased (estimated as being 2 cubic 
feet of net storage space per family member, present or 
prospective) ample storage is at hand to do shopping 
once each week, taking advantage of Saturday specials. 
You can compare the wide range of savings open in 
this regard by tearing out Saturday food advertisements 
and comparing them with those during the week. The 
savings from quantity marketing will easily aggregate 
from $3.00 to $6.75; the latter being the estimate of the 
Electric League of Cleveland. 

Add these savings of operating cost, food spoilage, 
utilization of left-overs and quantity marketing together 
and a real savings, with which any prospect will agree, 
ranging from $8.50 to $12.00 per month can be proved. 

The purchase can, thereafter, be easily justified. Pre- 
sume that $8.50 per month is saved and a purchase price 
of $10 down and $10 per month is contemplated. In 
reality, the purchase involves a drain of only $1.50 per 
month from the family purse. In other words an outlay 
of the down payment and monthly differential represents 
an investment of only $28 per year ($10 plus 12x$1.50) 
to achieve a savings of $102 per year; a profit of 567 per 
cent which any housewife, smart business woman that 
she is, will swiftly admit is a wise purchasing move. 

Every product has its major justification points. No 
matter what you sell, you can find arguments that will 
permit you to capitalize savings in a way that will sub- 
due the investment consideration and place the argument 
on a basis of limited drain upon the family pocketbook. 

For example, the washing machine has an excellent 
justification story baséd upon the comparison of savings 
between laundry prices (now much greater because of 
NRA influence upon them), home servant costs (also 
greater because of NRA) and the laundry expense of a 
washing machine. Likewise there is a great argument 
on savings from conservation of wear and tear on clothes 
as well as the hours saved per year by a washing machine. 

No justification story can be developed in its most 
powerful form unless it is tailored to local conditions 
and unless it is fortified with testimony from local users. 
This requires that the salesman must build his own 
argument around a general framework, fitted to the par- 
ticular prospect’s condition and delivered in such manner 
as to secure her help in working out each item of the 
saving under discussion. Nothing is more important 
in 1934 than to convince the average prospect of the 
fact that the product in question creates savings that 
make it, in an important respect, self-financing. 

To conclude, the three steps in an effective 1934 selling 
process, as I have seen them successfully used already 
this year, are: 

(1) SELL USE-VALUES in such a way as to 
subdue the importance of price. 
JUSTIFY THE PURCHASE ECONOMI- 
CALLY in such a way as to subdue the 
drain on the family pocketbook. 
SUGGEST A BUYING METHOD that 
will make it possible to capitalize an impor- 
tant and believable profit to the prospect on 
the investment. 

Well, there it is. Next month we will discuss that all- 
important consideration of finding the prospect. 


(2) 


(3) 
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HAT the washing machine is the hottest item in 

the entire field of housefurnishing became apparent 
to Sales Manager Ray Morgan, of the American House- 
hold Furniture Store, Milwaukee, in August, 1932. 
From that period to date, some 1,250 washers (One 
Minute) have been placed by his house, a fair percentage 
at around $69 apiece. 

Here’s how it was done: The strategy has been 
built around the idea of having salesmen make collec- 
tions. Twice a month the 15 men selling for the Amer- 
ican Household Furniture Store call at homes, observe 
what the customer lacks, and discover what friends of 
the customer may be thinking about buying. A pre- 
mium offer helps to stimulate the customer into turning 
in new tips. Washers, radio, refrigerators, furniture— 
everything is grist to the salesmen’s mill. 

The washer deal itself is simple. It consists of an 
offer of 40 boxes of Rinso soap flakes. (a case), suff- 
cient to do a year’s washing, with each machine sold. 
The low-priced model, $39.95, is played up in the news- 
paper advertising together with terms of a dollar down 
and a dollar a week if desired. This proposition produces 
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Twice monthly visits by 


, salesmen open doors to 


1,250 washer sales for 
the American Household 
Furniture Store, Milwaukee 


For more than a 
year the stock of 
30 to 40 washers 
has regularly been 
on the books be- 
fore it arrived. 


the store traffic. It is up to the salesman to convert 
prospects to a better priced level. 

“By being brutally frank in telling prospects that they 
could not expect a $39.95 outfit to do the work a $59 
washer would do, our men have been able to make many 
of them see the light,” Sales Manager Morgan relates. 
“All demonstrations are with a dry tub. We capitalize 
the fact that with 20 years in business in Milwaukee 
we cannot afford to feature a machine that is not top 
notch in guarantee and performance and let it go at 
that. Home demonstrations have been out. 

“With the purchase of a washing machine taking place 
only once or twice in the customer’s life, it behooves 
him to purchase high grade equipment instead of being 
satisfied with a bargain which represents no more than 
the price quoted. If he insists on the $39 job, however, 
we don’t ‘nail it’ to the flowr.” 

Two columns by five-inch advertisements run in the 
Monday newspapers has been found most effective in 
bringing in prospects to the floor. To the new business 
created by newspaper advertising are added of course 
the prospects uncovered by the outside men in their 
collection work. The salesmen, taking rounds on the 
floor, get a fair average at all classes. 

Soap flakes are especially effective at the present mo- 
ment in closing sales, Sales Manager Morgan concludes. 
“It permits you to get pencil and paper to show the 
prospect how this one deal will cut down a year’s laun- 
dry costs. With the offer of a known brand of soap 
flakes, a known washing machine, a known motor and 
wringer, it removes the element of chance that is mak- 
ing people hesitate today. 
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KNOW WHAT YOU 
ARE SELLING! 


Here’s How the Cleveland Electrical League 
Helped Their Employes 
PLAN to inspire enthusiasm in em- 
ployes through actual personal use 
of electrical appliances has been worked 
out successfully by the Electrical League 
of Cleveland—a plan which can be 
adapted by any electrical dealer. 

Feeling that the seven women em- 
ployes of its exhibit could profit by 
first-hand contact with appliances in 
their homes, the League recently inaug- 
urated a policy of purchasing, one by 
one, some of the newer appliances, 
starting with an electric roaster. 

The roaster was given in turn to each 
employe for one week’s personal use. 
After all had given the device a trial, 
an informal drawing was held at which 
the roaster was given permanently to 
a lucky employe. 

This same practice now is being fol- 
lowed with other appliances. However, 
any employe who once has won an ap- 
pliance in a drawing is not permitted to 
participate in other drawings. 

The League policy has been thorough- 
ly successful in accomplishing the pur- 
pose for which it was instituted—it has 
aroused genuine enthusiasm on the part 
of employes. New pep has made its 
appearance in their presentations to the 
public. Real understanding of the ap- 
pliance on their part is evident—and 
their enthusiasm is contagious. 

The seven women employes of the 
Exhibit at the rate of 10,000 a month, to 
answer their questions about all types 
of appliances, to explain the advantages 
of the appliances without reference to 
competitive claims and, above all, to 


leave with every visitor a favorable im- 
pression toward electrical appliances. 

Thus, while nothing in the Exhibit is 
actually for sale, the women have a real 
selling job to do—they must sell the 
use of every electrical household aid, 
and they must sell it strongly enough 
so that as many visitors as possible 
will be induced to visit dealers who will 
complete the sale. 

That’s a job for which enthusiasm, 
based on an intimate knowledge of the 
merchandise, is vital. That type of en- 
thusiasm has resulted from the League’s 
plan—and the League feels that any 
electrical dealer can get similar results. 


85 ELECTRICAL FIRMS 
EXHIBIT IN CHICAGO 


HILE typical January winds 

blustered outside, some 85 manu- 
facturers of electrical appliances ex- 
hibited in the seventh annual National 
Housefurnishing show at the Stevens 
Hotel, in Chicago, January 8 to 13. 
Amid the easy informality of hotel 
rooms, several thousand buyers looked 
over the new models on display. 

The 26 major appliance manufacturers 
attending were as follows: Altorfer 
Bros., Apex Rotarex Corp., Automatic 
Washer Co., Barton Corp., Bersted Mfg. 
Co., Blackstone Mfg. Co., Birtman Elec- 
tric Co., Conover Company, The Dexter 
Co., Easy Washing Machine Corp., Gen- 
eral Electric Co., Gibson Electric Re- 
frigerator Corp., Hamilton Beach Mfg. 
Company, Hoover Co., International 
Nickel Co., Inc., Knapp-Monarch Co., 
Landers, Frary & Clark, Major Appli- 
ance Corp., Miracle Products Co., Na- 
tional Enameling & Stamping Co., One 


ELECTRIC KITCHEN-MINDED CENTRAL STATION MEN 


Minute Washer Co., Prima Mfg. Co., 
Sun-Glow Industries, Inc., Trupar Mfg. 
Co., Vulcan Mfg. Co., and Zenith Ma- 
chine Co. 

The 59 makers of small appliances 
present were: All State Sales Corp., 
Aluminum Goods Mfg. Co., Anaconda 
Wire & Cable Co., Bellaire Enamel Co., 
Bersted Mfg. Co., Birtman Electric Co., 
Block & Co., Briscoe Co., California 
Fruit Growers Exchange, Chicago Elec- 
tric Mig. Co., Lowell W. Clark, Colum- 
bia Phonograph Corp., Inc., S. H. 
Danizer Inc., The Dexter Co., Dominion 
Electrical Mfg. Co., A. F. Dormeyer 
Mig. Co., Herman J. Doughty & Asso- 
ciates, Dover Mfg. Co., Durst Mfg. Co., 
Inc., Efcolite Corp., Electrahot Mfg. Co., 
The Emerson Electric Mig. Co., Fitz- 
gerald Mfg. Co., Lee Florsheim, Inc., 
Forestek Plating & Mig. Co., General 
Electric Co., Griswold Mfg. Co., Hamil- 
ton Beach Mfg. Co., Handy-Andy 
Specialty Co., Inc., S. C. Johnson & Son, 
Inc., Kitchen Katch-All Corp., Knapp- 
Monarch Co., Landers, Frary & Clark, 
John T. Leadsone, I. Levy Sons, Lion 
Electric Appliance Co., Made-rite Mfg. 
Co., Manning Bowman Co., Metal Ware 
Corporation, Miracle Products Co., Na- 
tional Electric Appliance Corp., Na- 
tional Enameling & Stamping Co., 
National Stamping & Electric Works, 
Nelson Machine & Mfg. Co., Parker 
Mfg. Co., Porcelier Mfg. Co., Robeson- 
Rochester Corp., Samson-United Corp., 
Silex Co., Standard Transformer Corp., 
Stanley Savage Mfg. Co., Steel Kitchens 
Corp., Stern-Brown, Inc., The Swartz- 
baugh Mfg. Co., Superior Electric Prod- 
ucts Co., Utility Electric Co., Vidrio 
Products Corp., Weinig Products Co., 
and West Bend Aluminum Company. 


About 100 utility commercial executives were present at the General Electric Institute in Jan- 
uary at a sales conference on the all-electric kitchen. About 80 per cent of the potential domes- 
tic load is in the kitchen, they were told, one electric kitchen being worth five average new 
customers in terms of revenue. How many of the country’s foremost central station merchan- 


disers can you identify? 
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VULCAN APPLICATION TO PAY LOWER 
THAN CODE MINIMUM WAGES DENIED 


Request to Operate at 20 Per Cent Reduction Required by Washer 
Code, Held Not Warranted 


Denial by General Hugh S. Johnson, 
NRA Administrator, of an application 
by the Vulcan Manufacturing Company, 
Kansas City washing machine manu- 
facturers, for a reduced wage scale, and 
other code modifications and exceptions 
for that company, was announced Janu- 
ary 29. 

The Vulcan company asked modifica- 
tion of the Washing and Ironing Ma- 
chine Industry Code so as to permit that 
company a wage differential twenty per 
cent below the code minimum. Its stated 
reason was that it had a freight rate dis- 
advantage by being located in Kansas 
City. 

The Administrator’s report, after a 
public hearing and investigation, found 
that the Vulcan Company is at a freight 
rate disadvantage in some cases, but in 
others holds a distinct advantage in 
freight rates over other members of the 
industry. It was found that these “same 
general facts are true of all individual 
members of this and other industries.” 
Further conclusions were: The Vulcan 
company made money while other mem- 
bers of the industry were operating at 
a loss; therefore its freight rate dis- 
advantage must be a minor one; but if 
there is such disadvantage and conse- 
quent increase of company costs the 
company, better than its labor em- 
ployees, can absorb that cost. 

Public hearings on the Vulcan Com- 
pany petition were conducted Dec. 6 and 


28, 1933. The Administrator’s order, 
dated January 27, but made effective as 
of December 13, 1933, finds that “no 
case of injustice or extreme hardship 
requiring special treatment has been 
established.” 

Other requests of the Vulcan Com- 
pany were for modification of trade 
practice provisions and an amendment 
to permit it to increase contract prices 
to meet cost increases caused by appli- 
cation of the code. 

The trade practice request was, after 
the public hearing, withdrawn by the 
company, pending its further study of 
the proposed costing system. 

The contract price request is denied 
by the Adminstrator because (1) A 
policy memorandum of October 25, 1933, 
says no further provision respecting for- 
ward contracts should be inserted in 
codes, and (2) there is nothing in the 
code which prohibits an individual from 
selling in accordance with the terms 
and conditions of a prior existing con- 
tract. 

The Vulcan Manufacturing Company 
did not sign the President’s Reemploy- 
ment Agreement. The report of Deputy 
Administrator H. O. King to General 
Johnson says, “Furthermore, they have 
not operated under the provisions of 
any code. They complied with the Ex- 
ecutive Order of July 15, 1933, in filing 
a petition for an opportunity to be heard 
in protest against this code.” 


$80 FINANCING TOP POPULAR 
WITH CHICAGO DEALERS 


1,388 Sales Financed in 1933 


EMAND for financing facilities 

seems to be in the $50 to $100 
levels, Commony ealth Edison Company 
of Chicago has discovered as a result of 
a recent change of policy in its bureau 
of merchandising cooperation. Last 
August the utility began accepting 
dealer paper on sales up to $80, instead 
of the previous high of $50. Immedi- 
ately in September 38 per cent of the 
sales were found to be in excess of $50, 
48 per cent in October, and 43 per cent 
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in November, and it’s still going on. 

The year 1933 saw 1,388 dealer sales 
financed through the bureau, a total of 
about $36,293. This is a decided gain 
over the nine months the bureau oper- 
ated this dealer financing plan in 1932, 
when some 890 sales were made, totaling 
$17,462. 

The low month of 1933, in Chicago, 
was April, with sales of $1,175. The 
peak of the year was December, with 
approximately $6,650 financed. 


REFRIGERATION BUREAU TO 
CONTINUE FOR SIX MONTHS 


]. E. Davidson announces retirement 
as chairman 


VV BEN originally launched, the 
Electric Refrigeration Bureau 
was scheduled to run for three years. 
That period was concluded at the end 
of 1933 and a recent announcement of 
Mr. J. E. Davidson brings his resigna- 
tion as chairman of the executive com- 
mittee and the disbanding of that body. 
The Bureau will continue to func- 
tion, however, until at least July of this 
year, according to Mr. George N. 
Brown, manager and Mr. Davidson. 
During May, refrigerator manufacturers 
are scheduled to meet with the Edison 
Electric Institute to consider the 
advisability of continuing the Bureau 
for the balance of the year in order to 
undertake special fall campaigns. 


WASHER ASSOCIATION 
ELECTS 


E. N. Hurley Again President 


cs point in the January meeting 
of the American Washing Machine 
Manufacturers Association in Chicago, 
was the question as to whether firms 
producing machines for the big mail 
order companies and other national dis- 
tributors under private brands and labels 
should report to the code authorities on 
machines supplied to these concerns. 
Net of the discussion was that they 
should not. They are simply to turn 
in data on washers made and sold by 
themselves. With Col. J. G. Cowlings, 
government authority on the code, 
present various amendments were dis- 
cussed with the idea of simplifying 
clauses already existing. No action was 
taken on any regulations regarding 
labor. 

At the Association election of officers, 
E. N. Hurley, Jr., was returned as 
president, and R. D. Hunt, of the 
Dexter Company, M. R. Scott, Barlow 
& Seelig Mfg. Company, and J. P. 
Moynihan, The Blackstone Manufactur- 
ing Company, were elected vice presi- 
dents. W. H. Voss, Voss Brothers 
Mfg. Company, was made treasurer, 
with W. K. Voss as assistant treasurer. 
An executive committee which is also 
the code authority, was elected, consist- 
ing of J. P. Nelson of Easy Manufac- 
turing Company, W. N. Gallagher, 
Automatic Washer Company, Henry W. 
Altorfer, Altorfer Brothers Co., A. H. 
Peters, Horton Mfg. Company, and 
C. G. Frantz, Apex Electrical Mfg. 
Company, as members. 
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ALFRED L. HART 
has sold over 


15,000 REFRIGERATORS 


by teaching salesmen to analyze 


the results of their canvassing 


ALFRED L. HART 


(46) 

General Electric distributor at aust PRODECTS 

Patchogue, L. I., and (right) 

one of his smaller stores. Note 

the dramatic use of window 
Space. 


S with a great many other things in life, the law 
of averages, or a mathematical law, applies to 
specialty selling. Take the word of Alfred L. 

Hart, who is said to be the world’s biggest electric ‘ 
refrigerator dealer, for that. LAUNDRY EQUIPMENT 

This is the way he figures it out: (1) A given number NN Tt i! eee 
of calls on prospects will result in a certain number of 
demonstrations ; (2) so many demonstrations will bring 
a certain number of sales. That gives a certain ratio 
of calls to sales. Increase the number of calls and the 
number of sales is increased automatically. 

Hart, who handles General Electric refrigerators and 
home appliances on Long Island, New York, says this 
law of averages works out on such a mathematical basis. 
And, Hart should know, because he has sold more than 
15,000 electric refrigerators. In his peak year of 1931 
he sold 3,283 of them. 

He started in 1927. Today, he has his own retail 
stores in nine Long Island towns. He has eighteen sub- 
dealers. In addition he employs 81 people, including 
commission salesmen, delivery men, clerical help. He 
has 20 retail salesmen, all working in protected territory. 
And he has seventeen pieces of automotive equipment, 
which are kept busy in the selling, delivering and in- Tier 
stalling of electrical appliances. and clerical help. Rex Cole, New York distributor may 

president of the General 


Most of his salesmen make exceptionally good money. 
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Service and de- 
livery trucks of the 
Hart organisation, 
all painted a bril- 
liant white, are 
good advertising. 


For instance, one year he had five salesmen who made 
from $4,000 to $5,000 each, while an additional five 
salesmen made more than $2,500 each. 

“If the poorest salesman in the world,” Hart says, 
“called on enough people and said nothing else but “You 
don’t want to buy an electric refrigerator, do you?’ he 
would be sure to find someone who would say ‘You bet 
I do want to buy an electric refrigerator; give me the 
order blank!’ 

“The first thing to do is to have the salesman realize 
how much effort is needed for him to make a sale. He 
must analyze his effort and results. For instance, if he 
obtains three demonstrations out of every ten calls and 
one sale out of three demonstrations, then he averages 
one sale per ten calls. He knows then that if he wants 
to make two sales, he must make 20 calls; three sales 30 
calls, and so forth. 

“Of course, a salesman cannot take a week’s effort 


tion showed an impressive turnout of employees, salesmen 
be seen in the front row as, also may T. K. Quinn, vice- 
Electric Company. 


Electrical Merchandising, February, 1934 


and analyze himself correctly. But, over a period of a 
month, he should be able to work out his own averages. 
He then knows the effort required for him, as an indi- 
vidual, to make a sale. All he has to do is to multiply 
that effort by the number of sales he wants to make. 

“Tf he finds that he is required to make an unusually 
large number of calls to obtain a sale, then he knows 
that there is something wrong in his approach, presenta- 
tion or closing. His job then is to find out what is wrong 
and to set about to correct it. 

“Thus, a salesman controls his own destiny and the 
amount of money he can make. He can improve his 
presentation by training and study. He can increase the 
number of sales by increasing the number of calls. 

“Ninety per cent of the sales made are the result of 
the salesman’s effort alone. The salesman himself— 
rather than the prospect—controls this. 

“Two months ago we tried out a new method of sales 
operation. When we hire a new salesman, we require 
that he go through the training school of Rex Cole, Inc., 
metropolitan New York distributor. When he has com- 
pleted his training, we place him in charge of a sales 
manager, who stays with the salesman until the latter 
has made at least one sale. 

“This sales manager teaches him how to canvass, how 
to approach, how to present his story, how to demon- 
strate the product. Then the salesman is sent out by 
himself for a week. If he does not make a sale during 
this week, the sales manager goes out again with him 
to find out what is wrong with his presentation or closing 
and to help the salesman correct it. 

“We believe in night calls,” Dealer Hart continues. 
“And one look at these blackboards in our sales offices 
would justify this belief. For it is generally found that 
the salesman who makes the greatest number of night 
calls makes the greatest number of sales. 

“Tt is at night that you get both the husband and wife 

(Please turn to page 55) 
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HE sporting event of the oil burner 
world is taking place in the Chicago 
territory this year. The largest gas 
heating campaign ever carried out by a utility is on, 
and the oil burner dealers whose tactics are turning an 
honest penny under this competition will find such plans 
get business anywhere. For this reason the strategy of 
the Western Sales and Service Corporation, Oak Park, 
Ill., developed by James F. McCann and C. R. Nickols 
is interesting because of its effectiveness. 

“We had a housecleaning of ideas when the gas heat 
campaign first burst last summer,” said Mr. McCann. 
“While our methods may not have sold as many new 
burners as we would have liked, nevertheless they kept 
money coming in, which is all important. Here’s the 
way the firm has gone about getting business.” 

1. Since gas heat advertising was in terms of 
therms, all sales talk on oil burners was immediately 
translated to this basis instead of B.t.u.’s. There is an 
advantage in favor of oil on this basis, and it avoids 
confusion. 

2. The firm discovered it had names of 6,000 oil 
burner users in its territory. In Oak Park alone there 
were approximately 1,200 oil burners (Oil-O-Matic) 
sold by the company. Of these 563 were five years old 
or more. It was decided to make these users the rock 
on which the firm would stand. The idea of doing his 
old customers a favor and saving them some money was 
hit upon as a logical way to proceed. 

3. First, the old customers were called upon for the 
purpose of demonstrating a fuel saver, a device for reg- 
ulating drafts which cuts down consumption of fuel 
from 10 to 20 per cent. More than 100 were sold at 
$15 apiece, and through the interest in money saving 
which was aroused the firm saw they were on the right 
track. 
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4. Next an old oil burner was rebuilt and placed in 
the office, equipped with up-to-date features which per- 
mitted it to burn a cheaper, heavier oil, and with less 
flame noise. A campaign was started that offered owners 
the privilege of having old burners rebuilt with new 
silent features, with electric ignition that eliminated gas, 
and in a manner which would permit them to use the 
No. 4 oil. The job costs approximately $168, and 
brought the burner up to date. Never before had the 
trade been called on with such an angle, and results 
began coming in immediately. 

5. The effectiveness of this campaign hinged on the 
fact that only 20 personal letters a day were mailed out 
to old users announcing this proposition. The num- 
ber—20—is important, as it has been found that this was 
as large a number as a salesman could canvass imme- 
diately and effectively. “I have seen too many big 
mailings which were never followed up,” declared C. R. 
Nickols. - With salesmen held to account for each of 
their 20 prospects, with cards filled out in detail, this 
piecemeal mailing has been inexpensive and very re- 
sultful. 

6. Feeling that there is a need to get away from figure 
work in showing prospects heating costs, Mr. Nickols 
has hit on the idea of equipping some of the salesmen 
with box cameras and instructing them to photograph 
various types of houses in which some record of heating 
costs has been made. Very shortly the first question 
asked the customer will be what kind and size of house 
he owns. Immediately he will be shown pictures of 
similar dwellings, with cost figures on what oil heat has 
amounted to in the past. This will reduce the propo- 
sition to a level where it is highly understandable, Mr. 
Nickols feels. 

Now for results: Out of the first 50 contacts, five 
sales have been made. From the rebuilding jobs coming 
in the firm is getting its bread and butter. Out of the 
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Oak Park Oil Burner Dealer Develops 
New Technique In Fishing For Business 


An opening wedge with old customers 
has been the fuel saver, a device that 
cuts costs 10 to 20 per cent. A propo- 
sition for rebuilding old oil burners has 
been bringing in the “bread and butter.” 


No big mailing—just 20 personal letters a day—sent 
to prospects and follow them closely by salesmen has 
been found to work out best. 


Kodak pictures of what oil heat costs 
in various sized dwellings with data 
on what oil heat costs is the most con- 
crete way of driving home a point. 


Plans _ that 
work in Oak 
Park gas heat 
competition will 
bring in money 
anywhere. 


fuel-savers, the salesmen made money and were given for new burners, encouraged by word-of-mouth boosts 
an entering wedge. The whole idea is to shake some from actual customers. With rebuilding and improving 
6,000 oil burners in the western suburb into a new operations carrying the overhead, the new sales mean 
interest in their equipment. Through renewed acquaint- so much “gravy,” and so the company carries on in a 
ance with these users is coming a trickle of prospects spot where competition is the toughest in the country. 
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Electrical Refriger- 


ators Are Sold 
Not Bought.... 


By 
Bacharach 


E. M. 
Kresge Department Store 
Newark, N. J. 


T IS my belief that in the Homefur- 
nishings Division of every depart- 
ment store there exists the opportunity 
for the successful operation not only of 
Electrical Refrigeration and Major 
Appliance Departments, but also for 
other specialty departments requiring a 


similar setup and sales effort. It is 
essential, however, that department 
store tradition and precedent be flexible 
enough to afford prompt and complete 


cooperation in coping with unfamiliar 
accounting and sales problems. 


Department Store Men 


At the largest convention ever 


The operation of an Electrical Re- 
frigeration Department in a department 
store is typical of the merchandising of 
other specialties. The subject is so 
broad that it is impossible to cover it 
fully or in detail in the time allotted. 
Therefore this presentation can cover 
only a few of the features involved. 


(Continued on page 50) 


electrical appliances were 


Profit Opportunities 
in Washers Through 
Specialty Selling 


By 
L. R. Boulware 


General Sales Manager 
Easy Washing Machine Corp. 
Syracuse, N. Y. 


N amazing volume of washing ma- 
chines have been sold during de- 
pressed years. They have been sold 
largely on price, which means that they 
have been sold to people who knew that 
they wanted them. Since the demand 
for washing machines is artificially 
created and very little new creative 
selling or advertising work has lately 
been done, we can assume that we have 
lately been using up at a very fast rate 
the market we have created for our- 


HE National Retail Dry 

Goods Association met in 
their twenty-third annual conven- 
tion at the Pennsylvania Hotel in 
New York, January 15 to 19. 

The attendance was the larg- 
est of any convention ever held 
by this important association. 
There were many meetings on 
many subjects, and of great sig- 
nificance to the electrical appli- 
ance industry—two full meetings 
and a part of a third were devoted 
to the discussion of electric appli- 
ance merchandising. 

Both from the papers read and 
in the active discussions which 
followed, it was clearly to be 


seen that these leaders in the de- 
partment store field are giving at- 
tention to the operation of elec- 
trical appliance departments on a 
specialty basis. 

Department stores are fully 
awake to the opportunity afforded 
them in the sale of electrical mer- 
chandise, and have a keen and 
growing appreciation of the fact 
that the problems in merchandis- 
ing this equipment are not to be 
solved by traditional department 
store methods. 

Of the many interesting papers 
presented, we have selected three 
as bearing particularly on the 
organization and management of 


electrical appliance departments 
on a specialized basis. Other im- 
portant contributions to this meet- 
ing were made by R. C. Cosgrove, 
manager, refrigeration depart- 
ment, Westinghouse Electrical & 
Mfg. Co.; Earl Whitehorne, con- 
tributing editor, Electrical Mer- 
chandising; R. D. Quinn, general 
sales manager, 1900 Corporation; 
L. L. Shawber, manager, major 
appliances, Westinghouse Electric 
& Mfg. Co.; R. W. Turnbull, 
manager, appliance sales, Gen- 
eral Electric Co.; J. Adrian Col- 
lier, educational director, Times 
Appliance Co., New York; and 
L. E. Moffatt, editor, Electrical 
Merchandising. 
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tress Specialty Selling 


held by the National Retail Dry Goods Association, 
given prominence in displays and programs. 


selves by prior specialty advertising 
and selling effort. The developments 
of the past two or three months partic- 
ulafly, as indicated in the progressively 
smaller response to bargains and the 
successively shorter life of the pulling 
power of each new special has indicated 
the soundness of this theory. It is evi- 
dent that we are going to have to return 
to creative or specialty selling in the 
washing machine field if we are to 
create the new crop of customers for 
our product beyond the mere replace- 
ment market. 

Now, lest you feel that I am going 
to pull out the old chestnut of house- 
to-house canvassing and try to stuff it 
down the throats of the department 
stores as a cure-all, or even as one sales 
method they should all use, I shall put 
you at rest at once. Before canvassing 
methods should be resorted to by a de- 
partment store—if at all—all the other 
cheaper and more direct agencies of 
cashing in on their present traffic and 
their present standing with their clien- 
tele should be exhaustively worked. 

As long as each new lower price 
would produce large groups of willing 
and eager buyers and as long as the 
volume obtained was profitable after 
the deduction of expenses, there of 

(Continued on page 55) 
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Successful Operation 
of a Major Appli- 
ance Department 


By 
Herschel Lutes 
Divisional Merchandise Manager 


The J. L. Hudson Co. 
Detroit, Mich. 


ONE of our big problems in the near 
future is a closer understanding 
and a more harmonious relationship 
between the department store. and the 
electrical manufacturers and their dis- 
tributors. 

Whether stores do or do not go into 
electrical appliances in a big way, they 
will still be sold in an ever increasing 
volume, and to our customers. Manu- 
facturers have learned that there are 
many outlets for their merchandise, 
and they are now big enough to secure 
distribution in every city, town and 
hamlet in the country, without the aid 
of department stores. 

These specialty operators who are 
now selling electrical appliances so suc- 
cessfully are just teeming with ideas 
of promotion. They are just bubbling 
over with enthusiasm and can and will 
suggest dozens of trick schemes and 
ways of getting more business. Be- 
cause of the fact that they are not very 
familiar with department stores and 
their problems, many of these schemes 
will not be practical. But many more 
of them may not only be practical but 
will be successful—in fact, have been 
successful in several stores. 

After all, one of our chief weak- 
nesses is inconsistency. Any large man- 
ufacturer contacting a dozen large and 
successful stores for an _ outlet, is 
amazed by the fact that there hardly 
seems a single policy that is uniformly 


accepted by all of them. Apparently 
each store thinks it is different and has 
a different class of customers and a 
different problem of distribution. In 
most cases, the manufacturer just turns 
aside to his own system of outlets and 
distributes the merchandise in his own 
way. This has been going on entirely 
too long and to too large an extent for 
the department store to sit by and 
ignore the situation. 

These specialty operators have a 
large unit sale and can, therefore, 
concentrate much time on it. In a few 
hours they can transact as much busi- 
ness as the average manufacturer's 
representative would do in a_ week. 
The balance of their time is spent 
thinking up and _ perfecting fancy 
schemes for sales promotion; and 
elaborate plans for getting more vol- 
ume. We department stores are too 
prone to turn down too many of these 
plans without due consideration. 

We stores reject so many thousands 
of items all the time that we get into 
a negative mental condition. We do 
not hesitate to refuse to accept proposi- 
tion after proposition. Many of our 
supposedly successful merchants can 
today give you dozens of reasons why 
most any progressive and seemingly 

(Continued on next page) 
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important plan or idea won't work— 
out of their vast revervoir of experi- 
ence they can convince themselves at 
least that many of the present day pro- 
posed schemes of merchandising will 
not work, or will turn into a calamity 


of some sort. The laurels of the future 
undoubtedly will go to those who still 
have initiative, courage, and an open 
mind for the changed times and the 
changed customers. 


New Days Are Here 


There are many of us merchandisers 
and even managers who are too set in 
our ideas and too far behind the pro- 
cession of the new deal. Many so- 
called successful merchants prided 
themselves on their ability to say no— 
indeed it was their chief asset. And 
in those times and catering to the 
people of those days, this policy resulted 
in success. But we are now playing to 
a different audience. Our customers 
are the ones who threw the Republicans 
out of power in no uncertain terms and 
without any apology whatever. Our 
customers are fhe ones who repealed 
prohibition most emphatically. Our 
patrons are the ones who have changed 
their minds about, and their respect for, 
the old sacred and conservative regime 
Somehow they just don’t respect and 
reverence the fact that in the old days 
we were good and successful mer- 
chants. They just merely go some 
other place and do their buying as they 
see fit, and of whomever appeals to 
them as the best merchants of this day. 

Unless the store management is 
thoroughly sold on the idea and earn- 
estly desires volume in electrical ap- 
pliances, it would be much better if 
the store just refused to consider the 
operation of a specialty selling organ- 
ization on electrical appliances—or, in 
fact, the selling of any major electrical 
appliances. 

And unless it is willing to concede 
the fact that it must have specialty 
salesmen and supervisors and that these 
specialty men cannot be recruited from 
the ranks nor considered in the same 
light as ordinary department store help 
—then it had better forget the whole 
idea of any volume in major electric 
appliances. 

Unless also it is willing to assume 
that the advertising cost and the selling 
cost are to be higher than regular de- 
partment store men are accustomed to 
see, then it will never be happy with the 
operation of a specialty selling depart- 
ment. For there is absolutely no doubt 
that such an organization is the only 
kind that can produce satisfactory re- 
sults on major electrical appliances and 
that the only way to successfully oper- 
ate a department of this kind is to 
knowingly treat it as such and be per- 
fectly willing to spend more money for 
selling, advertising, etc. 

The store going into the selling of 
electrical appliances must be willing to 
accept all reasonable deferred payment 
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business and must instruct store execu- 
tives to go after that kind of business 
in a dignified, yet aggressive and not 
passive, way. If the store merely takes 
what comes to them and does not take 
an aggressive attitude, then the attempt 
will not be productive against competi- 
tive methods. 

The store management must be will- 
ing to grant that solicitation in many 
forms is desirable and necessary in 
order to get volume in electric appli- 
ances. They will have to forget their 
old scruples against aggressive sales- 
manship and so-called high pressure 
selling and must recognize that this 
merchandise is disposed of by means 
of expert salesmanship and that, in 
order to get volume along side our com- 
petition, it is necessary for us to resort 
to many of the methods now employed 
in selling this line of merchandise. 

Most of the stores who took on 
direct canvassing by salesmen have 
abandoned this practice because it was 
not so productive as they expected—it 
is apparently on the wane. But they 
have been able to successfully replace 
it by securing more prospects in the 
store traffic, and to a very large degree, 
by using the store charge customers 
and the deferred payment closed ac- 
counts. Old customers of appliances 
form a very substantial source of leads 
for new sales. 

Solicitation can be done effectively 
and yet without detracting from the 
dignity or reputation of the store. For 
instance, leads from cooking schools, 
lectures and other department activities 
can be followed up without antagonism. 

And the store, to be successful in 
selling electrical appliances, will have 
to direct its advertising department to 
have a friendly attitude and be willing 
to unbend enough to meet competition 
in most ways. It must not hesitate to 
advertise deferred payments, or low 
down payments, or feature free demon- 
strations in the home, or some of the 
other forbidden things that come under 


the regular dignified department store 
ethics. 


Credit Office Cooperation 


And the Credit Office should be di- 
rected to be willing and ready to ex- 
tend itself to aid in getting business. 
It must not hold back or be too strict 
in its attitude with customers. Naturally 
it should not take unnecessary risks, but 
as long as the loss on deferred payments 
is much smaller than on open charge 
accounts (as it is in some stores), then 
there is plenty of room for a more 
liberal attitude on the part of the credit 
managers. 

The store manager should instruct his 
personnel department to be willing to 
cooperate in finding men and in keeping 
them through hard times as good times. 
They must be willing to allow good 
men to run over their drawing ac- 
counts into red in poor weeks or even 
poor months, with the knowledge that 


they will come out ahead when the 
heavy selling season is on. The per- 
sonnel division will also have to be 
generous in its attitude toward the 
supervisors and the leaders of these 
men. They will have periods of non- 
productiveness and must be recognized 
as semi-executives. Salesmen’s com- 
missions will run form 7% to 10% and 
the supervisors an additional 2 to 4%. 

A store can also make up its mind 
that if it is going into the selling of 
these major electric appliances, the 
gross profit per cent will not (at first 
at least) be so great as some other de- 
partments. Neither will the expense, 
other than selling, be so great—delivery 
is often done by manufacturer’s distri- 
butors; stock is carried and warehoused 
by them; advertising is partially paid 
for; on several items the manufacturer 
guarantees and gives the customer serv- 
ice and repair for many months. 


pone are two possible plans of 
operating such a department. The 
first is for the store to adopt it as a regu- 
lar department, build its own specialty 
organization and operate it under the 
regular store system but with special 
privileges and limitations so far as 
usual department control is concerned. 

The other possibility is to allow some 
outside selling organization or manu- 
facturer to lease the department or 
operate it under a resale arrangement. 
This is a safe and easy way to start. 
Under this plan, the gross profit will 
be considerably lower, but naturally 
most expense items are handled by the 
leasing concern. When you go into 
this method, however, be prepared to 
expect that the chief fundamental dif- 
ference between the regular operation 
in your own organization and the spe- 
cialty operator will be: The lessee will 
spend more money, much more, in fact, 
for publicity, and on selling commis- 
sion, and he will make more radical 
statements in selling and in advertising, 
as well as immediately assuming a more 
aggressive attitude toward high pres- 
sure selling and toward soliciting busi- 
ness. 

In considering the merchandising of 
electrical appliances, it is also desirable 
to decide whether you want to offer the 
customer an assortment of most of the 
leading makes of merchandise, espe- 
cially the nationally advertised lines, or 
whether you are willing to tell the cus- 
tomer that you believe one certain 
brand or make is the best and would 
recommend that she buy it. Naturally 
you will lose some business to nation- 
ally known lines by doing this, but you 
also gain much by having the salesman 
unqualifiedly recommend the product 
you sell. 

In conclusion, we might go back to 
the original title of these remarks and 
say that in order to successfully operate 
any department we must have a satis- 
factory turnover. 


(Continued on page 50) 
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A TRADE-IN 


Action Window 


Full description of this 
simple construction 1s in 
the article on this page. 


By I. L. Cochrane 


HIS pirate has only one good eye—and that lone 

optic rolls from side to side with a leering greenish 
stare, creating a whimsical and unusual display that tells 
its story without any polite palaver. Here is a direct 
command that puts over the sales message at a glance. 
He is versatile and fits into any trade-in deal—heaters, 
ranges, washers, irons—just give him the right label. 
}ut you must make him look fierce. 

Make the size to fit the window or merchandise dis- 
played. The pirate may occupy the greater part of the 
window, or be small enough to stand on top of a range, 
for instance. The larger the better, of course. The 
head was painted on a piece of wall board and a hole 
cut out for the good eye to work through. A brick red 
on a black background seemed good to us, but color is 
a matter of fancy and surroundings. The eye ball was 
set up with a reddish brown pupil and blood-shot eye 
whites. When the eye ball rolls this color combination, 
with the green light from the rear, makes the whole 
face look fiendish and adds piquancy to the “Hand 
Over” command. 

This display was animated with a motor and reduction 
gear set. If you operate one of these no instructions 
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are necessary. However, an oscillating fan is just as 
good. The smaller the better. Place the fan on a firmly 
built support so that the shaft and center of the eye 
ball are almost parallel, as shown in the sketch herewith. 
The eye ball is a piece of wood curved one side on which 
the painted part is mounted. From this free-swing- 
ing member a wooden strip leads to a hinge, and 
pivoted in this wooden strip is another strip that leads 
to the third strip of wood bolted to the fan. Both ends 
of this center strip are pivoted, and the eye pivot can 
be set near or away from the hinge so the correct lever- 
age is obtained to give the eye ball just the right length 
of swing, according to size. The hinge may be any kind 
of a loose-joint butt hinge. The base block should be 
nailed so the, eye ball just barely clears. Also, if the 
fan swing is too wide, instead of a hole, cut a slot in 
the eye end of the center strip to compensate. 

A 30-watt lamp in a shadow box cut out enough to 
throw its rays over the front of the eye ball is placed 
at the left side or on top. Don’t tilt this display back, 
as on an easel. Fasten to a base or other means so he 
is straight or slightly tilted forward. Make him look 
as wicked, daring and threatening as you can. 
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Manufacturers who for years have 
been selling Electric Refrigeration di- 
rectly to the consumer or through dis- 
tributors and dealers are now bending 
every effort to obtain a more complete 
understanding of department store re- 
quirements. The merchandising back- 
ground of the department store and the 
Electric Refrigerator manufacturer has 
been so divergent that their methods of 
approaching the same goal have some- 
times seemed so far apart as to pre- 
clude a mutual understanding. For 
example, a refrigerator manufacturer 
thinking in terms of an established ad- 
vertised price has been in the habit of 
figuring discount from factory list price 
exclusive of freight, service and deliv- 
ery charges; whereas the department 
store mind thinks of markup in terms 
of the actual retail price including 
these terms. Thus, although the manu- 
facturer may feel he is very liberal in 
the matter of discount from list, the de- 
partment store, on the other hand, bas- 
ing markup on customer’s installed cost 
is apt to discard the whole proposition 
as not worth while. There is now, how- 
ever, an increasingly active effort for 
understanding both on the part of the 
department store and the manufacturer, 
and with a little patience on both sides 
the differences in mental attitude are 
being clarified, resulting in a mutual 
respect and profit. 

In the establishment of an appliance 
operation, the departmental division 
may vary with the size and location of 
the store. Electrical refrigeration may 
be a part of a general appliance depart- 
ment, or it may be a separate depart- 
ment with its own setup and sales 
organization. In Kresge’s we have 


three separate departments for major 
appliances, namely, Electrical Refrig- 
Laundry 
Vacuum 


eration, Electrical Home 
Equipment and_ Electric 


The Ten Commandments of Turn- 
over are: 

1. Locate fast moving lines. 

2. Push by salespeople, follow up 
closely, and sell what our customers 
want and not what we want them to 
buy. 

3. Keep the stock clean, attractive 
and display it properly. 

4. Weed out unprofitable lines. 

5. Mark down merchandise right and 
promptly. 

6. Watch current stock lumps care- 
fully. 

7. Establish definite price lines. 

8. Have stock records that are effi- 
cient. 

9. Buy only in the quantities you sell. 
If mistake is made, acknowledge error 
and rectify—buyer is no good unless 
he makes mistakes. 
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Cleaners, each with its own sales organ- 
ization, but with promotional activities 
coordinated through a single buyer- 
manager. 

We find this desirable because of dif- 
ferences in volume, markup and sales 
compensation, also the fact that each 
sales organization is confined to its as- 
signed specialty, eliminates a division 
of interest and permits greater concen- 
tration of specialized sales effort. We 
do have, however, a clearing system for 
leads whereby a salesman can share in 
the commission for a sale made to his 
prospect by a salesman in another of 
the appliance divisions. In selecting 
the lines for distribution, it is well to 
bear in mind that electric refrigerators 
are customarily retailed at prices estab- 
lished by the manufacturer and includ- 
ing freight, service and_ delivery 
charges. It may be that the delivery 
and service are handled by the manu- 
facturer’s branch, or a distributor, or 
that there are territorial restrictions 
requiring delivery and service by local 
dealers not always too friendly to the 
store. It should be remembered that an 
electric refrigerator is usually a major 
purchase, and that it is expected to 
give service over a long period of years. 
The fact that the customer will always 
look to the store for service and adjust- 
ment and not to the manufacturer or 
distributor should be considered of im- 
portance in deciding on the brand. 

The financing of installment sales, 
the collection of installments, the treat- 
ment of delinquent accounts, the re- 
operating and disposal of repossessions, 
these are but a few of the interesting 
problems encountered. The executive 
intelligence of any well-run department 
store can satisfactorily solve them all. 
Their correct solution means additional 
volume at a profit. Electric refrigera- 
tors are sold, not bought. The best and 
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10. Never starve your assortment; 
and never overload it. Anybody (clerks 
even) can buy two years’ supply. Buyer 
is to keep down investment, make turn- 
ever, and profit, and keep up assortment 
so as not to lose trade or standing. 

Having achieved turnover, the other 
considerations necessary to successfully 
operate any department or, for that 
matter, any store are: 

The Right Merchandise—Right as to 
quantity, right in style, quality, beauty, 
and character. In short: 

(a) What the customer wants. 

(b) In stock when she asks for it. 

(c) In range of color, size, patterns. 

(d) At the price she is willing to pay. 

The Right Price—Considering com- 
petition and your store clientele. With- 
out correct style, then quality and price 
lose much effectiveness. Quality should 


most advertised electrical appliance if 
relegated to a far corner, surrounded 
by unrelated merchandise, sharing with 
other products the divided energies of 
partially trained sales people will prove 
unsalable. Electric refrigerators must 
be considered as much department 
store merchandise as fashion items or 
other main floor favorites and given a 
location commensurate with demon- 
strated results after a fair trial. Ar- 
ticles have been written and speeches 
made wherein the fact that “Specialty 
Selling Is Different” has been empha- 
sized and no doubt we have asked our- 
selves just how is it different? I shal) 
endeavor to define that difference as 
follows: A specialty sales person is one 
who is able to create in others such a 
strong desire for ownership in anything 
not regularly purchased that a sale re- 
sults. A regular retail sales person is 
one who sells a familiar article regu- 
larly purchased to a customer ready to 
buy. Electric refrigeration requires the 
creative selling of an idea, the dramati- 
zation of an unknown need, the paint- 
ing of a mental picture in the mind of 
the prospect, and very often this must 
be done in the home of the prospect for 
a family decision. 

The department store because of its 
institutional character and prestige in 
the community can attract a select type 
of personnel for development as spe- 
cialty salesmen. Manufacturers are 
prepared to furnish essential training in 
the technical details of their own and 
competitive products. Sales manuals 
containing tried and proven methods of 
approach, presentation and follow up 
are available. The application of these 
fundamentals of specialty salesmanship 
combined with a thorough knowledge 
of the product, are the working tools of 
every successful electrical refrigeration 
salesman. 


conform to the merchandise standards 
of your store, especially in regard to 
material and workmanship. Value 
should be such as to enable us to offer 
to our customers good value, in return 
for their money, give us a fair profit 
and build good will. 

The Right Presentation—Know the 
merchandise, its style value, its use, and 
its adaptations. The secret of success- 
ful selling can be summed up in one 
simple phrase: “Familiarity with and 
intelligence about the merchandise.” 

The Right Service—Our merchandise 
may be right, our prices right, and our 
presentation right, but if the service 
that follows be faulty, or altogether 
wrong, then we cannot hope to attain 
satisfaction, good will, and profit. Serv- 
ice should be alert, active, intelligent, 
and complete. 
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You can't sell a piece of elec- 
trical equipment intelligently 
unless you are thoroughly fa- 
miliar with how it is used and 
even how it is made. This is 
especially important where elec- 
tric ranyes are concerned. The 
General Electric Company puts 
their employees through a cook- 
mg school at the GE Kitchen In- 
stitute. Right: A typical cook- 
ing demonstration at R. Cooper, 
Jr. distributor at Chicago. 
l'red Ramsdell is demonstrating 
sliding oven shelf. 


These eleven electric ranges 
L & H) are shown lined up for 
installation in the Park Avenue 
Apts., Salisbury, Md., by the 
Eastern) Shore Public Service. 
The range looks like a “natural” 
to follow the refrigerator mto 
apartments. 


THE ELECTRICAL MAP 


— 


The Radio Cooking School of 
America, Inc., is the latest  in- 
novation in the business of edu- 
cating the country’s housewives 
to use electricity. It's a two-way 
affair: demonstrating to an audi- 


ence and broadcasting. More than 
15,000 women have attended six 
meetings so far. Youngstown and 


Akron, O., are the next stops 
scheduled, 


indication that television 
as a commercial proposition is 
not so far away ts provided by 
the fact that the engineering 
Stafts of at least two large Lon- 
don stores have been invited to 
attend special television lectures 
at these classes, which are beina 
held at the Borough Polytechnic, 
London, S.E., instruction in the 
working of the sets is given by 
qualified men. 
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ANNOUNCES A HEW 


APPLIANCE SALE 


+.» OMe OF many activities in G-E’s great 1934 sa 


® Special Sales Campaigns @ Effective Visual Sales Presenta- © Window and Floor Displie 


and Prize Contests. tions for Retailers and Salesmen. Deor Openers, Slide Films, e 


The General Electric Dishwasher saves Public preference for G-E 
more time in the home than all other Refrigerators is the General 
motor-driven appliances combined! Electric dealer's greatest asset. 


Calrod —the sensational new G-E 
Hs-Speed Heating Unit— makes 
the General Llectric today's fastest 
cooking range. 
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EOPLE/ 


@ Extensive National Magazine, Local News- 
paper, Radio, Outdoor and Direct-Mail Advertising. 


ENERAL ELECTRIC’S new 

sales training service isnow 
available to all G-E retailers and 
sales people. It includes special- 
ized training in the selling of 
all major appliances in the 
General Electric Kitchen, and 
is comprehensive, complete, 
and interesting as well as in- 
structive. Months of extensive 
preparation under actual selling 
conditions in the field, plus the 
professional sales training ex- 
perience of a nationally known 
educational institution, com- 
binetomakeitthe first complete 
and authentic course of its kind 
ever offered. It will equip any 
electric appliance sales person 
to do a real selling job. 


General Electric’s entire sales 
promotion program for 1934 
is designed to help the G-E 
retailer build PLUS business. 
Large sums have been appro- 
priated for national advertising. 
Magazines, newspaper, direct- 
mail and radio will carry the 
G-E message to millions of 
prospects. Outdoor advertising 
will flash the message to mil- 
lions more. General Electric 
retailers will fee/ the influence 
and reap the benefit of this 
nation-wide publicity. A great 
fleet of G-E Kitchen coaches 
will roam the highways and 
byways, literally delivering busi- 
ness to G-E retailers. Numerous 
other plans that se//, are in 
the making. 

All indications point to an 
unusually prosperous year for 
electric appliance retailers. 
Public preference for the G-E 
Monitor Top refrigerator, and 
G-E’s plan of ensemble selling, 
featuring the General Electric 
Kitchen, will place G-E retail- 
ers face-to-face with an unpar- 
alleled selling opportunity 
in 1934. 

General Electric invites retail- 
ers in open territories to in- 
vestigate the G-E franchise and 
learn all about G-E’s great 1934 
sales promotion program. W rite 
or wire for details. General 
ElectricCo., Specialty Appliance 
Sales Department, Section DE2. 
Nela Park, Cleveland, Ohio. 
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Wherever there is a need for sunshine—and where 
isn't there?—the sunlamp is on the job. Last year. 
home from their Florida training camp, the members 
of the New York Yankees, opened last season in cold 


weather and had recourse to a GE sunlamp. 


Experimental installation of disappearing connecting 
rds in the model Electric Kitchen of the Electrical 
ippliances 
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Boulware ..... 0” Washer Opportunities (Continued from page 47) 


course was no particular need for the 
type of tedious and exhaustive opera- 
tion which I am going to suggest to 
you. But when the margin in dollars 
has gotten so low—and most of the 
expenses in connection with the sale of 
a washing machine are constant in dol- 
lars and not in percentage—and when 
the advertising and other costs per unit 
have gotten so high as to leave no fur- 
ther chance of a profitable operation, 
new merchandise and new methods are 
necessary regardless of how distasteful 
the change from the old easy ways is 
going to be. 

Well, you ask, why don’t the specialty 
shops go out and do the type of creative 
specialty selling on this new market 
that they did for the downtown outlets 
in creating the old market? But, the 
specialty shops have gotten wise and 
cautious and those that have not gone 
out of business are in open, and very 
justified, revolt about again going out 
to create a market which will be largely 
taken away from them just when ready 
for the harvest. The department stores, 
of course, do not have to do this alone 
this time, but the specialty shops now 
have low-priced merchandise, too, and 
they intend to do no more specialty sell- 
ing and advertising than is being 
matched by the larger downtown outlets 
in the same community handling the 
same brands of merchandise. 

Accordingly, if we accept the premise 
that there is a great potential new op- 
portunity for washing machine profits 
which the large downtown retailer 
wants to seek, it is obvious that he 
must take this specialty selling road to 
those profits. While this road is, in 
the main, strange to the downtown re- 
tailer, it is by no means an uncharted 
or uncertain path, for many people in 
this industry. 


Managing the Department 


The first step in a creative selling 
program in a department store, I be- 
lieve, is in the management of a depart- 
ment itself. While there are many 
exceptions, and they are very notable 
ones, to what I am going to say, the 
department in the main is most success- 
ful when there is a separate manage- 
ment for this washer or major elec- 
trical appliance department. Whether 
the department comes under the house- 
furnishings buyer or under the general 
management of the store is immaterial, 
I believe, except that where it comes in 
the housefurnishings department the 
management of the store should be sure 
that the housefurnishings buyer really 
has the time from his other widespread, 
very technical and very different activi- 
ties to spend in the guidance of a de- 
partment which has fewer and larger 
unit sales, has to have a different type 
of personnel training, direction, and 
even a very different type of account- 
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ing. When salesmen are expected to 
turn from merely showing the prospec- 
tive customer what she asks to see and 
letting her have a washer at the price 
she expected to pay when she came into 
the store, and starts unobtrusively, 
pleasantly, but none the less skillfully, 
to build up in the prospect’s mind a 
new set of requirements and a new set 
of values in connection with the wash- 
ing machine, this cannot be accom- 
plished automatically, or without careful 
selection of the salesman, without thor- 
ough training, without constant super- 
vision and direction, and even almost 
constant inspiration. 

I have already indicated above that a 
different type of sales person is needed 
in a creative selling department. These 
salesmen must be optimists, they must 
feel good, they must be paid well, they 
must dress well, and in the ideal case, 
must be something of a showman so 
that the prospect’s mind can be pleas- 
antly and eagerly diverted from the 
basic or staple product, which she had 


in mind when she came in, to the 
greater satisfactions of the higher- 
function, higher-priced, higher-profit, 


higher-commission merchandise. The 
salesman must not just be able to an- 
swer questions and serve the demand; 
he must be able to talk, and he must be 
able to keep control of the conversation. 

When a prospect comes in knowing 
what she wants from some cut-price 
ad and is allowed to buy it, the trans- 
action takes only a matter of minutes. 
The accomplishment of the sale of this 
higher-function, higher-priced, higher- 
profit, higher-commission merchandise 
is a longer process than this, taking 
thirty to forty-five minutes and prac- 
tically always involving an actual dem- 
onstration of the machine on the floor 
of the store with perhaps a follow-up 
in the home in the presence of the hus- 
band at a later date. The salesman 
must be trained sufficiently in the extra 
functions of the merchandise and the 
extra things the machine will actually 
do for the woman in order to entertain 
and intrigue her with facts about the 
washer. This training can best be ac- 
complished in evening meetings once or 
twice a week, and preferably with the 
assistance of a competent factory dis- 
trict manager. These meetings furnish 
also the occasion for getting up con- 
tests in connection with the future 
work and awarding prizes for contests 
already held. They furnish the occa- 
sion for instilling in the salesmen the 
inspiration that will carry them through 
the turn-downs they are to get during 
the following week. These salesmen 
should be assigned definite positions on 
the floor daily and definite follow-up 
work to do in connection with their 
prospects. They should be watched 
over, guided and really directed with a 
very firm, but a very understanding 


hand. They will, of course, be more 
temperamental and, from the book- 
keeper’s or credit standpoint, less re- 
liable a type of individual than is the 
unimaginative clerk, but surrounded 
with the proper safeguards, watched 
and made subject to the proper dis- 
cipline they will make the store a great 
deal more money than any other class 
of people that can possibly be brought 
inside the establishment. 


Paying Salesmen 


HE compensation of salesmen is all 

important in a specialty program 
They should be on a straight commis- 
sion basis, which is allowable under the 
NRA if they are doing a sufficient por- 
tion of their work in follow-ups out- 
side. The commission should be low 
on low-priced, low-function merchan- 
dise, the price of which is largely the 
selling force. The commission should 
build up not only in dollars, but in per- 
centage, as it gets to the $125 to $150 
merchandise. The exact commission 
will vary by the opportunity offered the 
salesman through advertising support, 
floor traffic, the local dominance of the 
store, etc. The compensation of the 
salesman should come entirely from the 
store itself and there should certainly be 
no spiff or other form of direct or 
indirect compensation from the manu- 
facturer or jobber. We work for the 
person who pays us and if the salesman 
is getting compensation other than 
from the supervisor of the department, 
he is not thoroughly under the jurisdic- 
tion, direction and discipline of the 
head of the department. The spiff in 
most instances has been used as a 
method of buying for some one manu- 
facturer the business that has been pro- 
duced on the floor by a combination of 
the store’s reputation and some other 
manufacturer’s creative advertising and 
training work. 

In connection with the advertising, | 
counsel taking the longtime view. The 
smaller dealers, particularly the spe- 
cialty shops, will respond equally well, 
I know, if the department stores will 
show some leadership in advertising 
high-function merchandise or will even 
show an inclination to do their part in 
building the new market. Also from the 
immediate selfish standpoint of the 
store itself, there must be some copy 
telling people what the merchandise 
will do for them in order to build a 
background of confidence for the de- 
partment and an impression that the 
department handles interesting and 
high-quality merchandise. This is the 
background against which the specials 
now, or later, can be made to pull. It 
is the type of advertising which encour- 
ages the salesman and which gives him 
confidence to repeat to the individual 
customer what the store is saying to 
that store’s clientele as a whole. 
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One of the typical small communities in the Tennessee Valley area which will benefit from the 


cheaper power program of the TV A and which is one of many other such markets for increased 


otherwise engage in educational activities. 

4. That the plan be limited, in the meantime, to elec- 
tric ranges, refrigerators and water heaters together with 
some appliance especially adapted to farm use, such as 
farm utility motor or a water pump. 

5. That for the time being the plan will be limited 
to the Tennessee Valley area, although it is capable of 
extension to a national basis. 

6 Financing of sales: the plan now provides that re- 
tail outlets other than utilities will present customers’ 
paper to the utilities. The utility will then combine the 
paper which covers their own sales as well as sales by 
dealers, and present it to the corporation (EH&FA). 
The corporation will take up this paper and, using it as 
collateral, will then issue trust certificates for sale to 
banks. These trust certificates will run for 30, 60 and 
90 days, redeemable on demand. The cost of the financ- 
ing charge will of course depend on the extent to which 
the banks take up the paper. 

7. It is planned that the seller to the ultimate con- 
sumer, in other words, the one who first takes the paper, 
must bear some portion of possible credit losses. The 
question of how the cost of repairs and repossessions 
is to be spread is not yet determined. 

8. As manufacturers are operating at about one-sixth 
of present productive capacity, Mr. Lillienthal made it 
plain that he desires to avoid any expansion of produc- 
tive capacity or, for that matter, of distributive capacity 
which he believes adequate. (Actually there is evidence 
that in Knoxville, Chattanooga and Nashville, distribu- 
tive capacity is already being expanded in anticipation 
of vastly increased volume.) 

9. The Electric Home & Farm Authority will license 
manufacturers whose product is to be sold with the co- 
operation of EH&FA. To be eligible for such license, 
a manufacturer must be a present going concern produc- 
ing electric ranges, refrigerators, water heaters or a suit- 
able farm appliance and must be in good standing with 
NRA and the Code Authority designated by NRA. 
Furthermore, this concern must be known as a manu- 
facturer of products of normal quality. 

Each eligible manufacturer will be privileged to deter- 
mine the particular item in his line best suited to the 
needs of this promotional campaign and must submit to 
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EH&FA a statement of his specifications and price. The 
corporation will see that the product is tested (possibly 
by the Bureau of Standards) but in all cases final ap- 
proval rests in the hands of the corporation. 

10. EH&FA financing will be extended only to the 
leader items. The terms will be for as long as four 
years with shorter periods if desired by the purchaser 
(in which case the financing cost will be less). 

11. The TVA will buy appliances indicated to a limited 
extent only, and in such cases will make these purchases 
as an individual utility. 

Such, in effect, are the outlines of the plans submitted 
by NEMA and adopted by Mr. Lillienthal on December 
19, 1933. The special NEMA Committee on TVA Mat- 
ters is composed of A. G. Kimball, chairman (Landers, 
Frary & Clark); E. G. Biechler (Frigidaire); A. L. 
Lindemann (Lindemann & Hoverson); T. K. Quinn 
(General Electric); N. G. Symonds (Westinghouse) 
and Leon H. Curtice, secretary to the committee. 

In addition, therefore, to obtaining lower rates by 
agreement with public and private utility companies, 
effected by TVA, the creation of the Electric Home & 
Farm Authority is the first step taken by the administra- 
tion to put government credit back of consumer buying. 
Equally compelling, of course, is the necessity which con- 
fronts the Tennessee Valley Authority to increase the 
market for its surplus power in that territory. In a 
statement on the program, Director Lillienthal said: 


“The home or the farm of the family of modest income 
has never had the benefit of a general use of electricity. In 
the Tennessee Valley, although there are vast sources of 
power available, the people have had to use electricity spar- 
ingly. Two barriers have prevented a full enjoyment of the 
benefits of this great natural resource: prohibitive rates for 
energy, and the high cost of electrical appliances. The 
Electric Home and Farm Authority plans to remove these 
barriers in the Tennesese Valley.” 


In the matter of rates, therefore, the TVA has al- 
ready made immense strides towards the first half of its 
program—even before achieving wider appliance satura- 
tion which has heretofore been held as the first requisite 
to cheaper energy. In Tupelo, Miss., for instance, where 
TVA will supply the current, the residential rate starts 
at 3 cents per kw.-hr. per month for the first 50 kw.-hrs. ; 
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the LVennessee Valley 


proceeds to 2 cents for the next 150 kw.-hrs., 1 cent 
for the next 200 and 4 mills for all in excess of 400 kw.- 


hrs. As the national average consumption is about 50 
kw.-hrs. a month, the proposed TVA rate would not seem 
to be extraordinarily low. But it must be remembered 
that with cheaper appliances and government financing 
TVA consumers will be expected to exceed the national 
average by a long margin. In other words, TVA 
anticipates that most householders will be using energy 
at about the one-cent rate. Such is expected to be the 
case in Knoxville, where the city has voted to build a 
distribution plant (with the aid of $2,000,000 RFC 
financing) and use TVA power. In Chattanooga and 
Nashville, on the other hand, the residents, using current 
supplied by the Tennessee Electric Power Company 
(Commonwealth & Southern properties), while enjoying 
a recent rate cut, will still be paying something in excess 
of the rates in strictly TVA territories. 

Example: In Tupelo, the residents will receive the first 
50 kilowatt hours for $1.50; in Chattanooga, the resi- 
dents will pay $2.88 although the Chattanooga consumer, 
under the new promotional rate, is allowed to use six 
additional kw.-hrs. without cost, provided the amount 
consumed the year before was 50 kw.-hrs. per month. 
Sure, it’s complicated. It calls to mind Mr. Paul Down- 
ing’s address at the NELA convention in San Francisco 
in which he pleaded for simpler rate schedules. He 
pointed out that the milkman doesn’t bill the customer 
for service on demand or area rates or promotional rates. 
There is a price and she can compare it with any other 
source of supply. 

But the rate agreement between TVA and the Com- 
monwealth & Southern companies operating in Alabama, 
Georgia, Tennessee and North Carolina, has already 
stimulated the appliance business in those areas to an 
amazing degree. Dealers and distributors report en- 
couraging pick-ups in business and the customers, 
whether they completely understand the rates at which 
they are to be billed at least seem perfectly satisfied. 
They have a reduction—that’s one thing—and they give 
all the credit to TVA. The agreement stands for five 
years and so the dealers are making hay while the sun 
shines. 


Buying Power Waiting 


HE only thing that is holding back what business 
there might be are some thousands of electricity- 
wise customers in the area—customers who need and 
want an electric refrigerator or an electric range or who 
have considered the possibility of heating their water by 
electricity—and are still waiting “to see what TVA is 
going to bring out in these cheaper appliances.” Seeing 
that even those established elements of the trade—the 
distributor and dealer—can hardly teil them yet, it is 
natural that what latent buying power exists is inclined 
to wait for miracles to occur. 
And yet in even that particular state of m:nd you have 
a situation that is fraught with the most interesting pos- 
sibilities from the standpoint of sales. The people of 
the whole Tennessee Valley are so excited about the pro- 
gram that the government is entering into that they are 
thinking, almost for the first time in their lives, of the 
possibility of buying and owning electric appliances. 
The plan has been given great national publicity. The 
Valley newspapers are full of the subject; speeches are 
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being made on the radio that fairly crackle with the 
subject of electricity—and electricity in the home. And 
the power of this concentrated publicity is making itself 
felt. It is a power that could not be bought in paid 
advertising space. 

And there you hit upon another of the interesting 
characteristics of the TVA electrification program. It 
is a governmental plan; it is one which their chief idol, 
President Roosevelt, has close to his heart. They may 
not have listened to his Portland address on the power 
problem; they may not be acquainted with his work as 
Governor of New York State in making the St. Law- 
rence waterways a public issue, but they know that he 
has singled out the Tennessee Valley area as the proving 
ground for what may prove to be a lasting experiment 
in power production, distribution and consumption. That 
is enough for them. They look upon President Roose- 
velt as the man destined to bring a new order of com- 
fort and happiness into their daily lives. 

Even the privately-owned public utilities, intrenched 
as they are by custom, contract and their devotion to the 
public weal, hail the new order. Utility officials in Knox- 
ville, Chattanooga and Nashville assured the writer that 
as far as the rate, the financing and the appliance distri- 
bution ends of TVA were concerned that they intended 
to support and give every cooperation to the program 
being carried out by the energtic TVA officials. 


The Appliance Prospect 


ITH all this excitement it might be well now to 

consider just what the Tennessee Valley program 
means to the electrical industry in the way of appliance 
sales. It is difficult, of course, to make any accurate 
guess. We know that the country bought 1,050,000 re- 
frigerators last year; that range sales totaled only 50,000 
ranges. Exactly what proportion of those were sold 
in the area that touches upon the seven states of the 
Tennessee Valley, would be difficult to estimate. For 
Tennessee alone, it might be possible. From past ex- 
perience, from information available and from a knowl- 
edge of the particular territory, NEMA have provided 
us with an estimate of what might be expected from 
the experiment in popularizing appliance distribution in 


the Valley. 


Above is the finished model of the 3-room electrified 

houses being constructed at Norris, Tenn., for per- 

manent workers on the Norris Dam. Page 29 shows 
a picture of these houses in construction. 
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Quoting from their report, we find the following: 


“Only the states of Arkansas, Louisiana, New Mexico, 
Virginia and West Virginia rank lower than the highest 
of the eight Valley states in per capita spendable money 
income, 

“Estimate of the number of domestic electric customers 
actually living within the Valley are 500,000 (1931). About 
26 per cent of these customers use 15 kilowatt hours or less 
per month. 

“Approximately 23% of the domestic electric customers 
now use electric refrigerators, approximately 11% use elec- 
tric ranges and approximately 2% use electric water heaters. 

“If the 26% small users be eliminated as good prospects 
as well as the 23% of the present refrigerator users, the net 
refrigerator prospects in the Tennessee Valley area total 
255,000. By like calculation the range prospects number 
315,000 and water heater prospects 360,000. If 10% of 
these prospects are sold in 1934 the added kilowatt hours 
would be— 


25,500 Refrigerators @ 750kwh.annually 19,125,000 kwh. 


31,500 Ranges @ 1,800 “ wy 56,700,000 
36,000 Water heaters @ 3,000 108,000,000 


“The sale of these appliances, to 10% of the prospects 
as listed in the above table, would require an investment 
by users of electric current of approximately $13,000,000. 
With money income as low as indicated, it is quite evident 
that sales of this volume would require financing on terms 
even more liberal than have been given in the past.” 


Conclusions 


RANTED that the figures given on the approximate 

J number of prospects for refrigerators, ranges and 
water heaters in the Valley territory are reasonably accu- 
rate, it is still difficult, from our past experience, to vis- 
ualize any such realization as 10 per cent of the pros- 
pects being sold in 1934. But that is an arbitrary figure 
at best and if only half of them—or five per cent—were 
sold in 1934 it would still represent an important advance 
over any previous year. As an instance, if 10 per cent 
of the available prospects were sold electric ranges in 
1934—31,500 of them—they would be consuming more 
than half of the present range production in the United 
States. As for water heaters, the figures are staggering. 

And yet in view of the fact that many of these major 
appliances will be undeniably cheaper than have been 
available heretofore ; considering that rate reductions will 
have become the rule in a large portion of the territory ; 
realizing that already the government’s agencies have 
created an effective propaganda and have focussed pub- 
lic attention on electrical appliances ; and understanding, 
finally, that the actual mechanics of financing those appli- 
ances has yet to get underway to any great degree, it is 
not difficult to see how the program may meet with a 
success far greater than the situation would seem to 
warrant. 

There is this fact to be considered when gauging the 
possibilities of the Tennessee Valley as a market for ap- 
pliances: not all the prospective users are in the poorer 
farming class. There are large industrial areas in the 
Valley as there are in many other representative sections 
of the United States. There are incomes from factories, 
from retail trade, from professions, as well as from the 
larger agricultural group. And just as in California, or 
New York or Indiana or Pennsylvania, there are peoples 
and incomes in those groups capable of buying and pay- 
ing for electrical equipment who, for some reason or 
other (and we know the principal ones) have not availed 
themselves of the convenience, economy and labor-saving 
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qualities that electrical equipment brings to the home. 
In other words, the job confronting the EH&FA is not 
purely one of introducing a standard of living to a people 
hitherto ignorant of the blessings that state affords. It 
is making it possible for another great group of families 
to buy equipment they were perfectly well aware existed, 
but could not quite see their way clear to own. It is for 
that reason that the results of the Tennessee Valley ex- 
periment will be watched with the keenest interest in 
other parts of the country where similar conditions have 
prevailed. 

From the hard-boiled distributor and dealer reactions 
the writer encountered, one element in the appliance 
distribution plan met with considerable objection: the 
idea that cheapening appliances would necessarily result 
in any great increases in volume. Lower rates, yes ; long- 
term financing, yes, emphatically ; educational and pro- 
motional work, yes; but the simple expedient of cutting 
the price was not going to start a buying rush, they said. 
Especially would this be true of refrigerators; ranges 
and water heaters, having to compete with cheaper fuels, 
in addition to hurdling the obstacle of widespread pub- 
lic ignorance of their merits, might benefit from the 
lower prices. 

But the dealers are not worrying themselves about 
“TVA models.” In Knoxville, where there is more sus- 
pense than in other sections (Knoxville voted for TVA 
power) the appliance business for the past two or three 
months has been sadly affected. And the dealers know 
that it is because there has been so much publicity given 
TVA’s proposed appliance plans. But there wasn’t a 
dealer who did not declare himself completely optimistic 
about the prospects for business in the future. 

“As soon as these TVA models are out and we have 
them on the floor,” one dealer said, “then the excite- 
ment will all calm down. The public will be in a position 
to compare the leader model with the rest and buy ac- 
cording to his particular needs. The main thing we look 
for will be a stimulus in our complete line. I don’t see 
how it is possible to cut much off the price of a re- 
frigerator and still make a good profit. But I can’t say 
yet what they are going to do. We'll just have to wait 


and see.” 
* * * 


ND so—when one rides through this dun-colored 
country, glimpsing here and there the unpainted 
pine shacks, the yards littered with tin cans, old auto 
chassis, garbage cans, bedsprings and farming imple- 
ments; sees rickety front porches filled with children 
and backyards given over to hogs; passes a garage-and- 
filling station built of concrete blocks, a cornfield with 
its withered stalks, a pasture with its sheep and cows, 
a village main street with its huddle of wooden shops— 
there comes a sharper impression of the magnitude of 
the job the government has undertaken. 

A warehouse looms up—the Big Dixie “The Best 
Place to Sell Your Tobacco,” the sign says, “Drive in 
and Get a Square Deal.” An ancient auto rattles by, 
its crushed mudguards and tattered hood a reproach to 
the sleek lines of its '34 brother. Crows perch on the 
dilapidated fences and new road, cut through the red 
clay, gapes like an unhealed wound in the blankness of 
the surrounding fields. 

But over the hills, traversing stretches of scrub cedar 
and pine, straddling the fields and the huts and the farms 
stalks the utilities’ high-tension lines, singing in their 
wires the promise of a new order to come. 

And Tennessee Valley knows it. 


Electrical Merchandising, February, 1934 
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Review Products 


Norge Air Conditioner 


Norge Corp., Detroit, Mich. 

Device: “Areolator” circulates, humidi- 
fies, washes air. 

Description: Circulates up to 8,400 cu.ft. 
air per hr.; designed to operate in 
conjunction with existing heating sys- 
tem; dark grained walnut finished 
furniture steel cabinet ; maximum cur- 
rent consumption 40 ‘watts.—Electri- 
cal Merchandising, February, 1934. 


Easy \lroners 


Easy Washing Machine Corp., 
Syracuse, N. Y. 

Models: 61 and 60. 

Description: Adjustable knee control; 
finger-tip control; surface to be ironed 
fully visible on top of roll; full open 
end; irons 2,500 sq.in. a min.; 100 
Ib. adjustable pressure; combines 3 
shades of green; Model 61 equipped 
with swinging tabletop that opens and 
closes at touch of proper height to 
use as_ kitchen work table when 
closed; drop leaves may be extended v 
to provide additional work surface; 
Model 60 without table-top 

Price: 60, $89.50; 61, $99. 3b: Electrt- 
cal Merchandising, February, 1934. 


Crosley Refrigerators 


Vv Crosley Radio Corp., 
3401 Colerain Ave., Cincinnati, 0. 


Models: 3 new “Tri-Shelvador’ models 
—E-43, E-55, E-70; 2 Shelvador mod- 
els without features, 
EA-35, EA-4 

Capacities: E- 43, 4.3 cu.ft.; E-55, 5.5 
cu.ft. ; E-70, 7 cu.ft.; EA-35, 3.5 cu.ft. ; 
EA-43, 4.3 ‘cu.ft. 

Special Features: Added storage cabac- 
ity provided in “Tri-Shelvador” mod- 
els by removable shelf tray which 
may be lowered when door is opened ; 
Shelvabasket, open grill container at- 
tached to lower portion of door for 
non-perishables and Storabin, space 
beneath insulated refrigerator cham- 
ber for non-perishable vegetables; full 
length cabinet and doors, make it 
possible to utilize space heretofore 
taken up by legs for storage pur- 
poses; other features included in all 
models are ventilated front; self-con- 
tained removable refrigerating unit; 
temperature control; non-stop defrost- 
ing control; interior illumination; 
white porcelain interior, lacquer or 
porcelain exterior. 

50; E-55, lacquer porcelain 
10SONn € rigerators $185; E-70, lacquer $185; porcelain 
5 $215; EA-35, lacquer $99.50, porce- 
Gibson Electric Refrigerator Corp., lain $119.50; EA-43, lacquer $117, 
Greenville, Mich. porcelain $139.50.—Electrical Mer- 
Models: LR-634; LR-504; LR-494; chandising, February, 1934. 
L2-864; LR-774; LR-574; SR-534; 


Capacities: 6.05; 4.72; 4.50; 8; 7.36; 
51; 4.94; 6.56 cu.ft. 

Special Features: “Pres-toe’” door 
opener ; twin cylinder MonoUnit power ; 
porcelain evaporator; automatic inte- 
rior light; defroster; sliding shelf: 
front section of top shelf removable 
to accommodate high dishes, etc.; 
butter and egg tray; porcelain inte- 
rior, lacquer or porcelain exterior.— 
Electrica Merchandising, February, 
1934. 


Universal Cleaner 


Landers, Frary € Clark, 
New Britain, Conn. 

Device: Model 395 Universal cleaner 
has been reduced in price from $39.50 
to $34.95.—Electrical Merchandising, 
February, 193}. 
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Kelvinator Refrigerators 


Kelvinator Corp., Detroit, Mich. 

Models: 4 lines; Deluxe, “P,” “S,” “N,”; 
16 models. 

Capacities: De Luxe ay 6 models from 
6.58 cu.ft. to 23.32 cu.ft.; “P” line, 
models, from 5.13 to 8.33 
line, 3 models, 5.29, 6.35, 7.54 cu.ft.; 
a line, 3 models, 4.22, 5.29, 6.43 
cu.ft. 

Special Features: De Luxe line equipped 
with “food filing’’ system, consists of 
3 refrigerated drawer-like compart- 
ments suspended from lower shelf— 
vegetable, dairy and left-over com- 
partments ; left-over compartment 
equipped with 3 covered containers ; 
5-purpose control; 12 freezing speeds 
from vacation speed to fast freezing ; 
automatic defrosting; ice-tray lifter ; 
“Pp” models equipped with new type 
rubber dry cube tray; ‘“4-refrigera- 
tors-in- ‘. porcelain covered cooling 
units.—Electrical Merchandising, Feb- 
ruary, 1934. 


Bryant Switches 


The Bryant Electric Co., 
Bridgeport, Conn. 
Description: New interchangeable line 
of switches; fully enclosed mechanism 
for type “C” lamp circuits; fits stand- 
ard plates; 2 or 3 lever arrangements, 
of wired combinations in 1 base ready 
for inst i 
dising, February, 1934. 


Improved GE S-2 Bulb 


Incande gy Lamp Depi., General Elec- 
tric Nela Park, Cleveland, O. 


wieamtnen: Filament has been placed 
above instead of below electrodes re- 
ducing possibility of being burned out 
by arc; filament has also_ been 
stretched out to prevent collection of 
short-circuiting mercury deposits in 
filament coils; arc gap has been nar- 
rowed; new black bulb cap; all of 
which, the manufacturers claim im- 
proves lamp’s performance, increases 
ultra-violet output.—Electrical Mer- 
chandising, February, 1934. 
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W urlitzer-M ohawk 
Refrigerators 


The Rudolph Wurlitzer Mfg. Co., 
North Tonawanda, N. Y. 
Models: L-72, L-58, L-46, L-40, P-85 
Capacities: 7.2. 5.8, 4.6, 4.0, 8.5 cu.ft 
Description: Mohawk Duozone_ unit- 


upper coil cools food storage compart- 
ment, lower and separate coil is 
directly around ice trays designed for 
fast-freezing of ice cubes and des- 
serts; A h.p. motor; interior light; 
lacquer finish.—Electrical Merchandis- 


ing, February, 1934. 
Duplexalite Plant Lites 


Duplexalite Div. of The Miller Co., 
Meriden, Conn. 


Device: Combination lamps and plant 
receptacles provide a decorative stim- 
ulant for plants indoors; designed 
as a complete ensemble, employ ordi- 
nary 60 to 100 watt Mazda lamps, 
makes it possible to place plants away 
from light locations, thereby adding 
to attractiveness of room; wall, table 


or floor models available. 


Prices: Ranging from $9 to $29.—Elec- 
trical Merchandising, February, 1934. 


Servel Air Conditioners 


Servel Sales Inc., 
Evansville, Ind. 

Models: Floor and suspended type com- 
fort units for year round air condi- 
tioning; floor and suspended self con- 
tained room coolers. 

Description: Model CSC-7 for cooling 
and humidifying only; 1/50 h.p. mo- 
tor; 37° ice melting capacity; 43} x 
12g x 24 in.; Model CSC-7-H, same 
motor, cooling capacity etc. as CSC-7 
with added steam coil and humidifier 
jet for winter use; solenoid water con- 
trol and strainer included; heating 
capacity equivalent to 95 sq.ft. direct 
radiation. Suspended type HC-74E 
designed for suspending from ceiling: 
low speed motor; fan with adjustable 
blades permits variation in amount of 
air circulated ; specially treated alum- 
inum moisture eliminators on front; 
green crackle lacquer sides and bot- 
tom.——Electrical Merchandising, Feb- 
ruary, 1934. 
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A-B Range 


A-B Stove Company, Inc., 
Battle Creek, Mich. 

Model: E-906. 

Sizes: 423 in. high, 524 in. wide, 28 in. 
deep; cooking top 36 in. from floor. 
Two ovens 14x16x19 each. 

Surface Burners: 6 Chromalox closed 
top units: 1—2000 watts, 1—1500 watts, 
2—1200 watts, 1—1000 watts, 1—660 
watts in economy cooker. Oven units: 
1—2000 watts for baking, 1—1500 
watts for broiling. 


Special Features: 2 A-B_ thermostat 


oven heat controls; heated utensil 
compartment and warming drawer ; 
A-B Sani-Grill smokeless boiler; re- 
movable sliding oven racks; 2 con- 
venience outlets; A-B clock time con- 
trol; condiment set and cooking top 
light. 


Finish: White enamel inside and out 


with black enamel trim, Monel Metal 
cooking top.—Electrical Merchandis- 
ing, February, 1934. 


Colonial Romance 
Ensemble Kitchens 


Colonial Stove Co., 


East Somerset, Trenton Ave. & Reading 


Railroad, Philadelphia, N. Y. 


Device: Complete porcelain-steel finish 


kitchen cabinet units. 


Description: Made of furniture steel; 


reinforced doors easily reversible; 
hinges totally concealed; acid resist- 
ing porcelain sink and drainboard, 
also available in Monel metal; unique 
3-piece sink assembly simplifies plumb- 
ing work; rigid porcelain back 
splasher, not fastened to wall; con- 
struction arrangement makes it easy 
to add more units to ensemble with- 
out mechanical changes; continuous 
flush surfaces everywhere ; units 
available: wall cabinet units, sink 
drainboards backsplashers including 
faucets; working surface units, floor 
cabinet units, broom cabinets, refrig- 
erator cabinet units, 4-burner gas 
range, lighting unit illuminating sink 
and working surface; ivory with black 
trim, other colors available at addi- 
tional cost.—Electrical Merchandising, 
February, 1934. 
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Olena Knife 
Sharpener 


The Olympic Industrial Corp., 
230 Park Ave., N. Y. C. 

Device: Model K automatic knife sharp- 
ener. 

Description: 2 special grinding edges 
automatically sharpen knives when 
you press button and slowly move the 
cutting edge of any size knife through 
sharpener. Uses 4 standard flashlight 
cells. Also available in battery oper- 
ated model KB.—Electrical Merchan- 
dising, February, 1934. 


Indirect Pin-It-U p 


Railley Corp., 
850 Euclid Ave., Cleveland, O. 

Device: Indirect wall bracket “Pin-It- 
Up.” 

Description: Hangs on a pin on the 
wall; aluminum; weighs 14 Ibs.; uses 
new GE G-30, 250 watt indirectlite 
mazda. 

Price: $6.—Electrical Merchandising, 
February, 1934. 


Standard Range 


The Standard Electric Stove Co., 
Toledo, O. 

Description: Model 1445, “Toledoan”’ is 
now available in new black with ivory 
marble veining finish to resemble 
black marble. Black Monel metal 
cooking top and range light also avail- 
able at slight extra charge.—Elec- 

trical Merchandising, February, 1934. 
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E SEES well through those clear lenses. But he 
H does not see that the lenses were carefully 
annealed with electric heat generated through 
CHROMEL heating elements—nor that the type, 
from which his books were printed, was cast from 
metal that was kept molten by Chromel resistors. 
This is the same Chromel through which your line 


of good heating devices gives such good service 


see ALL.. 
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to your customers. Chromel may be called the 
mother of electric heat; it created the heating 


device business when discovered in 1906, and it 


sustains it today. Chromel serves you well in your 
daily life, and in your business CHROMEL means 
dependable electric heat. (For our Heating 
Unit Calculator, ask for Form KM.) Hoskins 
Manufacturing Company, Detroit, Michigan. 
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Hoover Cleaner 


The Hoover Co., North Canton, Ohio. 
Model: No. 925 heavy-duty cleaner for 
hotels, clubs, hospitals, large homes, 
has just been added to the Sentinel 
Series line; new radio interference 
eliminator is a feature of this new 
model. — Electrical Merchandising. 
February, 1934. 


v 
H & H Switches 


Hart & Hegeman Div., Arrow-Hart 4€ 
Hegeman Electric Co., Hartford, Conn. 
Description: “Time-Saver” switches, 
single and combination, fit all stand- 
dard plates; for Type “C” lamp 
loads; Bakelite base; ready-wired 
combinations in any 2 or 3 lever 
arrangements in 1 base.—Electrical 
Merchandising, February, 1934. 


W estinghouse 
Room Cooler 


Westinghouse Electric 4 Mfg. Co. 
East Pittsburgh, Pa. 


Device: Self-contained room cooler— 
refrigerating equipment and air con- 
ditioning apparatus combined in one 
cabinet. 

Description: Cools, circulates, humidi- 
fies and dehumidifies; has cooling 
capacity equivalent to §-ton ice melt- 
ing in 24 hours.—Electrical Merchan- 
dising, February, 1934. 


v 
Olympic Razor Blade 
Sharpener 


The Olympic Industrial Corp., 
230 Park Ave., N. Y. C. 

Device: “Imperial” model, battery oper- 
ated razor blade sharpener. 


Description: Self-contained wunit—no 


cord to plug in; uses 2 standard flash- 
light cells; embodies all features 
Olympic electric model—grinds, strops 
blade, blade held in tension mag- 
netically 


Price: $2.75 complete with 2 standard 


flashlight batteries ; $2.55 without bat- 
teries. — Blectrical Merchandising, 
February, 1934 
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Century Humidifier 


The Century Engineering Corp., 
Cedar Rapids, lowa 


Device: Cabinet humidifier. 
Description: Capacity of 16,500 cu.ft. 


washer air per hr.; cabinet encloses 
rust-proof water reservoir containing 
a series of 28 indestructible metal 
discs revolved slowly by motor of 
fan which also blows air over partly 
submerged discs; evaporating surface 
area approximately 40 sq.ft. with 6 
gal. of water per day capacity; 110 
volts, 50 watts; top of cabinet is 
hinged grill with concealed catch; 
drain plug is provided in bottom of 
reservoir for drainage and cleaning ; 
walnut cabinet, 28x24§x15 
n 


Prices: Standard model, $79.50; auto- 


matic model $109.50.—Electrical Mer- 
chandising, February, 1934. 
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Edison Cord Set 


Thos. A. Edison Co., Inc., 
East Orange, N. J 


Device: 10 ft. rubber extension cord fo: 


lamps, radio sets, appliances; incor- 
porates 3-outlet plug instead of usual 
single outlet plug. 


Price: T5c.—Electrical Merchandising, 


February, 1934. 
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Robeson Rochester 
Extract-O-Lator 


Robeson Rochester Co., 
Rochester, N. Y. 


Device : Automatic coffee maker. 
Description: 2 to 8 cup capacity; coffee 


holder marked to show correct amount 
of coffee for required number of cups; 
graduated water tube indicates proper 
amount of water; time control may 
be set for quantity and strength coffee 
desired; bell rings and white spot 
shows in control window when coffee 
is ready; 110-120 volt; chrome plated 
with black trim.—Electrical Mer- 
chandising, February, 1934. 


V isiV ac Coffee Maker 


Wessco Mfg. Co., 
154 E. Erie 8t., Chicago, Ill. 

Device: DE-35 vacuum-drip glass coffee 
maker. 

Description: 8-cup capacity; automatic 
action; heat-proof glass; chromium 
plated heating unit, 110 volts, 660 
watts; 12 in. high.—Electrical Mer- 
chandising, February, 1934. 


Emerson Fans 


The Emerson Electric Mfg. Co., 

2012 Washington Ave., St. Louis, Mo. 

Model: “Silver Swan.” 

Description: Sheet aluminum, overlap- 
ping blades mounted on an aluminum 
shell with streamline effect; induc- 
tion motor; fully enclosed oscillating 
mechanism; 10 in. oscillator; satin 
finish guard and base; natural alu- 
minum motor shell and fan assembly. 
—Electrical Merchandising, February, 
1934. 
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Ice Cream Freezer 


Conco Crane & Engineering Wks., 
Mendota, Ill. 


Device: “Dolly Madison” ice cream 


freezer in 2 and 4 qt. sizes; silver 
and blue finish. 


Prices: 2 qt. $7.75; 4 qt. $11.25.—Elec- 


trical Merchandising, February, 1934 
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THE PROFITS OF 
THE FASTEST- 
GROWING NEW 


GIANT INDUSTRY | 


Floor-Type Comfort 


Unit—for 


humidity, cleanliness, volume, 
distribution of air. 


WHO IS READY TO SHARE IN 


the 
year-round control of the temperature, 
and 


ist TO DISTRIBUTE A COMPLETE LINE OF 


CONDITIONING 


You've watched Air Conditioning 
-.. watched it grow, swiftly, amaz- 
ingly, into an industry of vast pro- 
portions. 

But you've waited until you could get 
into Air Conditioning with a dominant 
line of equipment . . . a line that would 
match the potentialities of a_ rich 
market. 

Today the opportunity you’ve waited 
for is here. Servel has brought Air Con- 
ditioning out of the “‘horse-and-buggy”’ 
stage. For 1934, it has perfected a line of 
modern equipment... so complete that 
it fills every Air Conditioning need, so 
advanced that you can sell it promptly, 
profitably. 

Servel brings you floor and suspen- 
sion-type comfort units for year-round 
Air Conditioning, self-contained room 
coolers, massive 7-ton and 10-ton re- 
frigerating machines for heavy-duty in- 
stallations ... all based on the rich ex- 
perience of a refrigeration pioneer . . . 
all as outstanding as Servel Electric 
Refrigeration and Electrolux Gas Re- 
frigerators. 


Add to this Air Conditioning line, 
if you like, the world’s foremost Com- 


mercial Refrigeration equipment... 


machine units for every capacity, 
Humidraft chilling units, self-con- 
tained milk coolers, water coolers, beer 
bars. 

Volume and profits await the business 
man who gets into Air Conditioning .. . 
today .. . with the line that is quickly 
taking the lead. Distributor and dealer 
franchises are now being arranged. Wire 
or write immediately for details of the 
powerful advertising and sales program. 
Servel Sales, Inc., Evansville, Ind. 


SERVE 
tit Conditioning 


AND COMMERCIAL REFRIGERATION 


* True Air Conditioning performs many func- 
tions . . . cools and dehumidifies in Summer . . . 
heats and humidifies in Winter . . . circulates, 
filters, and freshens the year round. Servel 
Air Conditioning is complete Air Conditioning. 
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Suspended-Type Comfort Unit—for 
all-season, heavy-duty Air Condition- 
ing. To be suspended from the ceiling 
or in wall ducts. 


Self-Contained Cooling Unit — for 
Summer use. This “‘package job” is 
readily portable, and can be installed 
anywhere with ease. 


Suspended-Type Cooling Unit — for 
Summer use. Compact, efficient, pow- 
erful. To be suspended from the ceiling 
or in wall ducts. 


Refrigerating Machine Unit—one of 
the big multiple-ton models developed 
for Air Conditioning and heavy-duty 
refrigeration. 
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10 Calls—I1 Sale 


together. In making new calls during the daytime, we 
do not attempt to make sales, but merely to obtain a night 
appointment. Efforts to make daytime sales usually 
result in evasion on the part of the wife and some such 
statement as ‘] will have to discuss it with my husband.’ 
We do not want the housewife to do that. We want to 
discuss it with the husband ourselves. A salesman’s 
answer is that he doesn’t want to make her a salesman 
for him; he would like to call back at night when the 
husband is home and present the story himself, because 
the husband doubtless will ask many technical questions 
which the salesman alone can answer. 

“T would rather a salesman would take an afternoon 
off and work in the evening.” 

Dealer Hart maintains a record of every home on 
every street in his territory. This is an extensive card 
index system. On each card is the name of the family, 
address, number and kind of the electrical appliances 
now owned, date of the first call by one of Hart’s sales- 
men, date of call-backs and remarks. 

Salesmen are required to call back at certain intervals 
to keep these records up-to-date. 

“Once in a while a salesman will come into the office 
and say that he wants more territory,” Hart says. “The 
first thing we do is to go over the card index of his 
territory. If we find that he has missed a number of 
homes in his territory, or that he has not made the 
proper number of call-backs, we say: 

“All right, we'll increase your territory. Here are 
ten homes on this street that you haven’t called upon. 
Here are seven homes on this street and twelve on that 
street and six on that street that you haven't interviewed 
at all. And here are a total of 300 homes that you haven't 
visited for five months. In many of these homes, the 
former residents have moved out and new families have 
moved in. And, here are cards which show that a great 
number of the people to whom you have sold refriger- 
ators are potential prospects for ranges, dishwashers, 
laundry equipment, cleaners and other appliances. So 


your territory automatically is increased. All you have 
to do is to go back over it.’ 


(Continued from page 41) 


“Sometimes, we will find that a good salesman has 
covered his territory in first Ulass shape, that he has 
sold just about everyone who could buy at the time. In 
those cases, we do give the salesman more territory.” 

Hart now is handling all General Electric home appli- 
ances, including the oil furnace and air conditioning. He 
has set up a separate department to handle the latter. 
But the two departments co-operate and if a salesman 
in one gives a tip to a salesman in another he gets 
twenty-five per cent of the commission, if the sale is 
made within 60 days. 

He considers his 15,000 electric refrigerator customers 
as potential prospects for the other products and he 
believes in “using the user”—calling back on the refrig- 
erator owner in efforts to sell a range, a dishwasher or 
another appliance. 

His territory covers an area of about 100 miles by 
15 miles and he has his own stores in nine towns— 
Patchogue, Far Rockaway, Lynbrook, Freeport, West 
Hempstead, Roslyn, Huntington, Bay Shore, South 
Hampton. He makes his headquarters in Patchogue. 
All of these towns—none of which is more than 17,000 
population—are at the west end of Long Island, while 
his eighteen sub-dealers—which include hardware stores, 
electrical stores, general stores—are at the east end of the 
island. 

In his relations with sub-dealers, Hart now offers a 
complete service. He finances, delivers and installs all 
refrigerators sold by sub-dealers. All the sub-dealer has 
to do is to sell. 

This year, Hart had some 60 display outlets. Each 
salesman appointed one or two such outlets, mostly for 
display purposes. These additional outlets picked up 
names of prospects and the salesmen then started to work 
on these prospects to turn them into users. 

Hart insists that his salesmen keep their sales argu- 
ments up-to-date. 

“Revise, re-edit, revamp; put more kick and fewer 
words into your sales conversation; more fact and less 
talk. Cut out the generalities and the bromides and add 
something that crackles like a copper wire charged with 
electricity.” 


SUGGEST LEASE FORM 


IN TIME SALES 


HAT a world of difference one 

tiny word can make was called 
to the attention of Electrical Mer- 
chandising by D. W. Maupin, commer- 
cial manager of the Missouri Power and 
Light Company, Jefferson City, Mis- 
souri. 

“Electrical dealers have overlooked 
a quirk in the law in many states in 
regard to conditional sales contracts,” 
said Mr. Maupin. “The truth is, a 
conditional sales contract puts a deal 
on somewhat debatable ground. In 
Missouri, I know, if a customer ceases 
making payment and the article reverts, 
he can force the dealer to return him 
75 per cent, I believe, of the cash he has 
invested in the appliance before the 
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dealer can get title back to his article. 


“By simply selling on a lease basis, 
with the agreement that when so many 
payments are made, the seller agrees to 
convey title to the article, all of this 
difficulty is sidestepped. The public 
knows what a lease is and does not 
understand yet a conditional sales con- 
tract entails. The customer does not 
feel he has any title to the appliance 
until he has completed his payments as 
agreed and experience has shown that 
he will give up the appliance willingly 
if he falls down on the agreement. On 


the other hand, with a conditional sales 
contract he is often stubborn. 

One hundred electric fans were dis- 
posed of last summer in a 60-day sale 
by the E. J. Archer Supply Company, 
Houston, Texas, on a lease basis with- 
out a single argument from customers. 


“It is particularly useful for us on 
small items like fans,” said Mr. Archer. 
“We have sidestepped a lot of mis- 
understanding by using the form and 
it kept us out of many arguments.” 


NO ELECTRICITY DROP 
AS FAIR ENDS 


HE consumption of electricity in the 

Chicago district did not fall off 
when the load used by the Century of 
Progress ceased. Records for the week 
ending November 18, following the 
closing of the Fair showed an increase 
of 7.1 per cent over corresponding week 
last year. For the previous nine weeks 
current consumption had averaged from 
7.1 to 12.5 per cent ahead of 1932. 
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Salesmen may talk as forcibly 
as they wish about other elec- 
tric refrigerators being “just 
as good” as Frigidaire. But 
people who go out to buy 
with their minds made up 
in advance are not easily con- 
vineed. 

Of course they may prom- 
ise to think it over or tocome 
back later. But they don’t. 
They know what they want 
and they insist upon getting it. 

That’s why there are a mil- 
lion more Frigidaires in use 
than any other electric refrig- 
erator. That’s why the dealer 
who sells Frigidaire is making 
easier sales, more sales, and 
more money. 

In other words, it’s a lot 
more profitable to sell Frigid- 
aire than to attempt toswitch 
your prospects to a product 
they aren’t sure about. 

If you are not already sell- 
ing Frigidaire it will pay you 
toget our proposition for 1934. 


ust ood 


65 


‘ 
< 
ed\Of =) 
FRIGIDAIRE 
‘ 
Ay 


YOUR 


ANOTHER TIMELY HOTPOINT CAMPAIGN 


“Get Ready” 
Plan Book 


“Watch Your 
Step” Plan Book 


“Get Ready” Activities 


Get ready for a big range year. Start selling now. 
Hotpoint’s plan covers, in detail, the following steps: 
1. Clean House. Ask about Hotpoint’s plan for selling 
out-of-date and repossessed ranges during “dull” months. 


2. Modernize. Hotpoint offers a specially priced range 
and a plan for replacing or reconditioning out-of-date ranges. 


Educate em- 


3. Sell and Train Your Employees. 
li them. Train 


ployees in advantages of electric ranges. Se 
salesmen to get maximum business. 

All of these steps are “Get Ready” activities. They 

help you clean house, produce business immediately 

and stir up interest and attention to a new high pitch. 


ELECTRIC RANGES 


EDISON GENERAL ELECTRIC APPLIANCE 


Introducing a new principle in range selling . . a “‘“Get Ready” campaign to speed up sales in slow 
months and prepare for the “Watch Your Step” consumer campaign for most active selling months 


When your most active range selling season arrives 
you can be in full swing. Hotpoint’s plan eliminates 


lost motion. 


“Watch Your Step” Campaign 


This main consumer campaign for busy selling months 
utilizes features found so successful in Hotpoint’s 
former “Look Twice” campaign. The “Watch Your 
Step” Campaign is a spring and summer sales drive 
designed to reach consumers who are going to buy a 
new range this year. There are 3,000,000 obsolete 
ranges that should be replaced in the next few months. 
The way people have been buying other major ap- 
pliances is positive proof of a greatly increased public 
buying power and buying spirit. Hotpoint’s plan is 
aimed to turn this buying toward electric cookery — 
the greatest natural load builder for utilities. 


“Back to Chicago” Retail Sales Contest 


As a special incentive to range salesmen, Hotpoint 
offers a “Back to Chicago” sales contest. Prizes con- 
sist of trips to the 1934 World’s Fair at Chicago. 


WATER HEATERS 


cO., INC., 5620 W. TAYLOR ST., CHICAGO 
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1934 calls for sure-fire sales activity. 
Whether you plan to sell or rent 
ranges your customers deserve the 
best. When you feature Hotpoint, 
you not only offer the finest range 
which modern manufacture can pro- 
duce—but you have a most efficient 
plan for selling. In addition, you have 
the services and co-operation of a 
thoroughly trained group of range sell- 
ing specialists and home economists. 


THE CHICAGOAN, Hotpoint’s style leader, is equipped 
with famous hi-speed Calrod units and economical Thrift 
Cooker. Hi-speed Calrod is establishing new records in 
electric cookery for speed, economy and durability. You 
owe it to yourself to get the very latest facts about Calrod. 


Hotpoint District Managers Will Co-operate With You 
Cc. P. Myrick, 38 Chauncy L. E. Buxton, 5600 W. Taylor A. W. Peterson, General Electric 


Street, Room 1206, Boston, Street, Chicago, Hl. Supply Corp., 1411 Walnut 
—~r H. K. Dewees, General Electric Street, Kansas City, Mo. 
M. H. Beekman, 416 West 13th Supply Corp., 1801 N. Lamar : ' : 
Street, New York City Street, Dallas, Texas Lake 
W. T. Christy, 203 Red Rock Clyde Allen, 846 Russ Bldg., Utah 
Bidg., Atlanta, Ga. San Francisco, Calif. 


C. N. Willard, 720 Union 


W.H. BonDurant 5600 W. Taylor League Bldg., Los Angeles, 


J. Cc. Platt, 2032 Second Avenue, 
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1. Concealed Latches 8. Lower Roll-Bearing 17. Water-Board Bolt & Nut 


(for automatic secondary release (drive end) 
both ends) 3 
on n 9. _— 18. Spring Clip 
2. Latch Bolt (self aligning) 19. Lower Bearing 
3. Telescoping ReleaseCheck 10. Interlocking Frame (ops 
and Reassembly Guide ll. Hard Rubber Thrust- 20. Pressure Control Pin 
4. Pressure Spring Washer (moulded in roll ends) 21. Upper Bearing 
(gives equal pressure on both 12. Water-Board (opposite drive-end) 
ends of roll) 22. R 
elease Sleeve 
18. Reversible W ater-Deflector 
(drive end) 14. Lower Pressure Roll 23. Release Lever 
(double acting) 
6. Clothes Guard 15. Upper Pressure Roll 


24. Pressure Screw 
7. Attaching Plate 16. Safety Handrest (controllable wringing pressure) 
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«Model 28—Lovell 
Pressure Cleanser 
illustrated on the op- 


posite page has won 
wide popularity be- 
cause of its simplicity 
and positive safety 
feature. Handsome, 
sturdy, dependable — 
it does its work to 
the utmost satis- 
faction of the user. 


e Fundamentally, all motor cars knowledge can build. 


are alike. Yet some give greater 
speed, greater riding comfort, 
more economical transportation. 
e Fundamentally, all wringers 
are alike. Yet constant tests prove 
the superiority of Lovell Pressure 
Cleansers. They are more dura- 
ble. Safer to operate. Develop 
more uniform pressure. Are less 
complicated in construction. And 
...do a much more thorough 
job of extracting soiled water 
and loose particles of dirt from 
washed garments. 

@ Lovell superiority was not 
achieved overnight... is not the 
result of hit-or-miss methods by 
men unfamiliar with the art... 
Lovell superiority is the result of 
over fifty years of earnest en- 
deavor to achieve a single objec- 
tive .. the production of the finest 
wringers that human skill and 


e The story of Lovell 

superiority has been ... is being 
...told and retold to millions 
of women through America’s 
leading national magazines. 
Thus, buyers in ever increasing 
numbers are awakening to the 
fact that one of the principal 
advantages of the modern elec- 
tric washer is a thoroughly 
dependable Lovell Pressure 
Cleanser. That makes it easier to 
sell a Lovell-equipped washer. 
@ Also, Lovell endeavors to keep 
those thousands of earnest 
workers who sell Lovell-equip- 
ped washers fully informed 
on the construction, operation 
and advantages of Lovell Pres- 
sure Cleansers... because 
knowledge of a good product 
reduces selling effort... in- 
creases the salesman’s earnings. 


LOVELL MANUFACTURING COMPANY - ERIE, PA. 


Lovell takes pride 
in the fact that 
the manufacturers 
of the following 
leading makes of 
electric washers, 
have chosen Lovell 
Pressure Cleans- 
ers as standard 
equipment : 


APEX 
AUTOMATIC 
BARTON 
BEE VAC 
BLACKSTONE 
BOSS 
CONLON 
G. E. 
GRAYBAR 
HORTON 
MEADOWS 
. NATIONAL 

"1900" 


ONE MINUTE 
‘PRIMA 
j THOR 

voss 


SUPERIORITY 
| 
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BORN, BRED, GREW TO SUCCESS 
going stronger 


ITH the lamp and fixture business sitting back 

and waiting for the turn, ‘‘Pin-It-Up’’ has created 
one of the astounding sales successes of all time. And 
right now it is spreading its wings nationally. Every- 
where people want to se// it. Exclusive. Original... 
and of course, PRACTICAL and smart. 


Now comes its new brother— 
the “Pin-It-Up” 
INDIRECT Wall Bracket Unit icy. 


Be one of the first to sponsor it—at a profit 


The new Indirect Wall Bracket ‘‘Pin-It-Up’’ is a sure- 
fire success. Never before has there been a portable 
bracket unit for indirect lighting. Never before anything 
so smart, practical and salable. Its price (can be retailed 
profitably for $6 or under) permits people to buy it with- 
out holding a family conference or crashing the family 
budget. Salesmen can do a real door-to-door job with it. 


Pointed facts about the Indirect “PIN-IT-UP” 


Hangs-on-a-pin-on-the-wall just agreeable to the eye; a marvel 
like the record-breaking original. for plenty of glareless, shadow- 
Looks like a handsome fixture. _ ess light. 


Is as easy to hang up ortakedown Millions of homes where bridge 
as a picture. has been played under the handi- 
Made of aluminum—nothing to cap of inefficient lighting will 
break. Its bowl gives the effect | welcome its smooth, velvety, eye- 
of translucent glass. resting light that reveals every 
card clearly. 


Engineered for high efficiency— 
moded to the moment. At home No cord on the floor to tangle 
in any living-room; dignified and feet and create accidents. 


Do you want something to increase revenue ? 


Utilities note: This New ‘‘Pin-It-Up” creates more 
revenue than a washer or ironer. Each lamp comes 
The new INDIRECT “PIN-IT-up” Packed in a corrugated box. Six to a master package. 


weighs only a pound and a half Send at once for samples and prices. 

Any woman can ‘‘Pin-It-Up” or take it down. Salesmen The New INDIRECT ‘“‘PIN-IT-UP’”’ will snap you 
will carry it joyfully. Weighs only a pound and a half. . : ° 

nthe salad, out of the business blues faster than anything else in 
Uses New General Electric G-30 250-watt INDIRECTLITE ° 

Mazpa Lamp. the world. People are waiting for it. 


The new INDIRECT and regular 
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IN AN ERA OF DEPRESSION 
than ever. Meet its new brother! 


The Original “Pin-It-Up” 
The Lamp Headliner of 1934 (Patented) 


The famous ‘‘Pin-It-Up’’ lamp is making a sweeping 
success in the hands of utilities and department stores 
from coast to coast. Nothing like ‘‘Pin-It-Up’’ with its 
universal appeal has ever been seen before in the light- 
ing business. 

**Pin-It-Up’’ has been approved by Nela Park. It has 
been written up in the ‘‘Magazine of Light,”’ in the 
trade press, in the scientific papers. It has been approved 
and written up in the E. E. I. NEWS. It is still the lamp 
headliner in the news and public prints. It is still new, 
still fresh, still needed in thousands of homes and offices 
and stores throughout the country. Though over 300,000 
have been sold in seven months, recall that there are 
20,500,000 WIRED HOMES. Every home can use at 
least one ‘‘Pin-It-Up.”’ 

The beauty and practical service of “‘Pin-It-Up’’ makes it a welcome 
buy anywhere. It does a good job of lighting. It’s handy. Can be sold 


to the rvom renter as easily as to the Aome renter or home owner. Nothing 
that fills so many lighting needs costs so little to buy; is so easy to sell. 


Utilities who want more business 


will find their opportunity in the “Pin-It-Up’’ line. With minimum 
fuss and work, you can do a real job with credit and profit to your 
company. Write us. 


Department Stores 


Share in this new opportunity for profit. The fact that leading utilities 
see in ‘‘Pin-It-Up’’ a chance to do a big lighting sales job is indisputable 
evidence of the sound value in ‘‘Pin-It-Up’’ lamps. A wanted article 
at a price that makes people glad is just as welcome to a department 
store as to a utility. “‘“Pin-J]t-Up”’ is a dominating value as a gift item 
for any occasion — bridge parties, anniversaries, holidays, birth- 
days. Investigate. We can show you interesting facts and figures. 


The name “Pin-lt-Up’’ is registered and Sales Engineers with 

refers only to the lamps produced by sales plans for you 

Railley Corporation under U. S. letters : 

Pat. No. 1,936,451 and Des. No. 91,127. We offer you the assistance 

All infringements, either by manufactur- of trained, experienced 

ing or sale, will be vigorously prosecuted. merchandisers who will be 
glad to cooperate with you. 


**Pin-It-Up** is the clever, new lamp that can be 
‘“pinned-up”’ to any wall and plugged into any outlet. 


The ‘‘Pin-It-Up”* lamp with floral bracket has all 
the advantages of the ‘‘Pin-It-Up’* lamp, plus a 
bracket that can be used for holding potted plants 
and flowers. Comes in black —green—ivory. 


RAILLEY CORPORATION 
CLEVELAND, OHIO 


City District Manager Address 
New York . J.C. Matthews... 17 East 45th Street 
Boston ... Frank Worssam . 10 High Street 
Chicago .. Henry G.Kobick . 205 Wacker Drive 
Cleveland . A. B. Wilson . . . 850 Euclid Avenue 


*Trade mark registered. ““Pin-It-Up’’ lamps fully protected by U.S. patents J 1,936,451—D-91,127 
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When the 


an advertisement by 
Frank B. Rae, Jr. 


MONG the most amazing phenomena of recent 
months is the quite common acceptance of the idea that you 
can pump more out of a barrel than you put in. 


The outstanding example of this pop-eyed idiocy is found 
among politicians. ‘They blandly pump billions out of an 
all but empty tax barrel, professorially professing that the 
money will somehow flow in if they only pump it out fast 
enough. 


But this idea is not restricted to jobbies in politics. Bankers 
got it. Manufacturers got it—and some of them got it in 
the neck. Merchants also. 


Now this idea does not apply wholly, nor even most im- 
portantly, to money. It applies to pretty much everything 
in life. You can’t pump more energy out of your body 
than you put in in the form of food. You can’t pump more 
ideas out of your head than you put in in the form of edu- 
cation and suggestion. You can’t pump more sales and 
profits out of your business than you put in in the form of 
personality; brains and promotional effort. 


When depression hit us, the first reaction of business was 
to pare expense. That was only common sense. But as 
things got worse—or rather, when they didn’t get better— 
the paring knife was swapped for a cleaver. All outgo was 
put on the chopping block—personnel went on half pay, pur- 
chasing agents filed up their whip-saws, promotional pro- 
grams were mercilessly murdered. This is no news to you 
—you went through it. 


So now what? 


Well, as this writer sees it, we have reached the bottom of 
the barrel. The pump is sucking air. And so the barrel 


Electrical Merchandising 


“ELECTRICAL 


for 


MERCHANDISING” 


has got to be filled up again before we can take out many 
more sales and profits. 


There is just one way to refill the business barrel. 
That one way is through sales promotion. 


This means to the appliance merchant, the adoption of 
promotional ideas and methods which he finds printed in 


the text and the advertising pages of ELECTRICAL 
MERCHANDISING. 


ET us here confess that the editors of ELECTRICAL 
\. MERCHANDISING do not know it all. But they 
have unmatched facilities for learning about practically 
everything that’s going on in the field of electrical appli- 
ance marketing. They have training to sift the nourishing 
wheat of experience from the bombastic chaff of experiment. 
And because of the independence which attaches to their 
paper by virtue of its prestige of leadership, they have the 
courage to do that sifting. 


But the editors of a business paper can only go so far. 
Further, they ought only go so far. For the manufacture! 
has both a duty and a stake in this business of upbuilding 
the retail trade. 


A Mi 
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The manufacturer's duty, as we see it, is first to engender 
and then stimulate enthusiasm and activitiy in the sale of 
his class of appliance, and then convince the dealers that 
his particular appliance—and all the sales co-operation that 
goes with it—will net the merchant the greatest volume 
and/or profit. 


Most manufacturers question this duty element in their 
advertising. ‘They say, “Why should we spend money to 
build business for competitors?” The answer is that a 
one-sixth wedge of a 10-inch pie is substantially more nour- 
ishing than a one-sixth wedge of an 8-inch pie. Also, any 
sized wedge of any sized pie is a lot more nourishing than 
no pie at all. —The vacuum cleaner business is a case in point. 


|. LECTRICAL MERCHANDISING runs very little 

text about dealer sales activities on vacuum cleaners 
because—broadly speaking—there are no dealer sales activi- 
ties on vacuum cleaners. But if the leading ten manufac- 
turers of this appliance should bust into print with frank, 
honest, enthusiastic and convincing presentation of the sales 
and profit opportunity which this most utilitarian of appli- 
ances holds for the merchant, the picture would change 
in six months. 


Hill Publication 
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You, Mr. Merchant, if you knew the truth, would lose not 
a minute in covering what is perhaps the surest bet in the 
appliance business today. 


You, Mr. Manufacturer, if you told this truth ably, would 
see your sales curve rise like a harvest moon. 


And the editors of ELECTRICAL MERCHANDIS- 
ING would whoop it up for both of you because they 
would have stories of sales plans and sales progress and sales 
success to write about. But they can’t write about what 
doesn’t happen. They must tell our readers what’s doing— 
not ask them why they don’t do it. 


What has happened to the vacuum cleaner business, and 
what has happened to a lot of other appliance business, is 
the practical elimination of promotional effort. In lines 
where the effort has been continued the business has been 
approximately maintained or quickly regained—as incandes- 
cent lamp, refrigerators, washing machines. Where the 
effort has ceased the sales barrel has gone dry and the pump 
is sucking air. 


This truth applies to dealers and manufacturers alike. 


330 W. 42nd St., New York, N. Y. 
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WOULD THINK OF IT? 


An im- 
proved 
Door Latch, 
opens at 
a touch 


for making 
delicious 
desserts 


Conven- 
ient Butter 
and Cheese 
Rack 


THE ROLLATOR 
The powerful Norge 
cold-making mechan- 
ism, the Rollator, is 
simple, with only three 
moving parts. A roller 
rolls and there's ice. 


FEAr,, 
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Right at a time when already there is | 
a wide gap of distinction between 


and ordinary refrigerators, comes 


A NEW, FINER NORGE. 


STANDARD IN 
LEADING 


MODELS 


Improvements that you can demonstrate 
—new, practical convenience features— 
distinctive beauty—everything your 
customers could want in an electric 
refrigerator is built into this new 1934 
Norge Rollator Refrigerator. It’s going 
to be easier than ever to sell this new 
improved Norge. 

The famous Rollator cold-making 
mechanism alone has been enough dis- 
tinction to create enviable sales records 
for Norge dealers. Now Norge has all 
these other features, plus outstanding 
beauty, leadership in cabinet design, 
and proved economy. Write, wire or 
phone today for details. 


Holds six- 
teen eggs 
safe from 


justable 
Shelves easily 
arranged 
for large 

articles 


matically as 
door opens 


NORGE CORPORATION; 
Division of Borg-Warner Corporation, 
606-670 E. Woodbridge Street, Detroit, 
Mich. + Manufacturers of Rollator Re- 
frigeration Electric Washers + Broila- 
tor Stoves + Aerolator Air Conditioners. 
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Again We'll Make More Money 
With Westinghouse Fans 


You're right — Major! The really big fan profits during 1934 will 
again go into the pockets of those dealers who sell Westinghouse 
Fans. That’s natural — it has always been that way. 

Westinghouse Fans are easier to sell because the public prefers 
them. A recent nation-wide survey found them in 61% more homes 
than any other brand. This year — with the “Master-aire,” an 
entirely new achievement in fan efficiency, sales and profits will be 
bigger than ever. 

Westinghouse again provides powerful selling helps. Number One 
is an attractive, baked enamel, steel display stand with a motion 
attention device. Others are striking window displays, clever news- 
paper cuts, a folder that does a selling job. 

If you want to make money selling fans — tie up with Westing- 
house. For 28-page fan catalog and full information write 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
Merchandising Department, Sec. EM-234 Mansfield, Ohio 


Chalk Up the Profits -Simpkins! 


The New“ Master-aire’}an Amazing 
Westinghouse Fan Development 


A sleek fan in 12- and 16-inch size. Up to 36% lighter, 
and 37% lower power consumption. Whisper quiet, 
with silent Micarta blades, its exclusive capacitor 
motor sets a new mark for efficiency. 


Westinghouse Fans 
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Only GIBSON Dealers can sell 
ALL THREE MAJOR MARKETS 


INCREASED REFRIG== 


Ss 


DRIVE 


If a Dealer franchise will increase your sales and Gibson has a complete household electric line—a 


profit possibilities at least 334% that’s good business, complete Commercial line—and a COMPLETE 
isn't it? If that same franchise opens an entirely LINE OF KERO UNITS for unwired homes. There’s 
new market with practically no competition, that’s a Gibson for every home and for every income. 
also good business. If there is a franchise that will Prices are right. Discounts are very liberal. 

do all that for you, with the assurance of a reputable 
manufacturer to back it up, then it is a matter of 
good business for you to find out about it. And 
certainly there is no better time than RIGHT NOW. 
We ask that you consider the Gibson franchise on a 


cold cash basis. Size it up from No matter which way the 


every angle. Make compari- Consumer price range swings in 
sons. If Gibson offers you more, 34, Gibson Dealers are set to 
that is the franchise you should 


take advantage. 
have. ELECTRIC REFRIGERATOR CORP. 
GREENVILLE MICHIGAN 
Export Sales Dept. Cable Address 


201 North Wells Street, ““GIBSELCO”’ Chicago 
Chicago, Illinois Bentley Code 


Without any obligation to you whatever we shall 
be glad to send complete information regarding the 
Gibson Dealer franchise. 


REFRIGER 
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table top models 
styled and PRICED 


for present day 


“The Road Is Open Again” . . . 
and Monarch faces the situation 
squarely with merchandise that will 
help “open the road” to profitable 
merchandising by every dealer in 
Electric Ranges. 


Table top models, priced right, 
have a strong appeal. These two 
will prove active leaders on any 
show floor. 


The Monarch complete line offers 
every possible style, size and equip- 
ment, all with exclusive operating 
features that really mean something 
both in selling and in actual use. 


We invite inquiries for details, 
photographs and prices. 
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Below—The Sheffield (F97) 
17” oven; units; fall 
porcelain in hite, WNile- 
Green or lvory-Tan. 


MALLEABLE IRON RANGE 


CO., 820 LAKE STREET, BEAVER DAM, WIS. 


| he 
| 
. 
4] 
Above — the Modernique | ) 
(F95) 15” oven; 3 or 4 | 
top units; full porcelain ia 
twe tone Ivory. 
4 
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. ready to take its place with the smartest household 
furnishings. A perfected EASY mechanism that has 
been proved in nearly 100,000 homes... now housed 
in this enclosed drop-leaf table whose rich color har- 
mony and elegant simplicity of line set new standards 
for beauty and practicability that are more than modern. 


EASY WASHING MACHINE CORPORATION 
Department 602, Syracuse, New York 


EASY 
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Tune in here for 
Toast and Chops! 


If your customer shouldn't go for 
the radio, you can surely sell her 
the Utilitoaster—another exclusive 
Estate feature. Installed as op- 
tional equipment, in the same com- 
partment which houses the radio, 
the Utilitoaster is a wonderfully 
convenient device for the prepara- 
tion of small portions of toast, 
chops and other broiled meats. 


THE NINETEEN THIRTY-FOUR ESTATE RANGES 
SPEAK FOR THEMSELVES—not only through the 5-tube 
Crosley Radio, installed in the mantel back, but through 
their outstanding beauty of line and finish. - A long line, 
with a wide range of prices and with many exciting new 
features, the Estate has what it takes to sell more ranges— 
a LOT more ranges—in 1934. ~ For new catalogue and full 


details, write The Estate Stove Company, Hamilton, Ohio. 
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MILLION 
MOTOR APPLIANCES 
NOW USE~ 


MILLIONS 
NEED REPAIR 


THIS KIT 4: 


Kit No. 1 contains 300 
brushes, 120 springs. 


® Motorized appliances in use in homes and offices of the United 
States now number nearly 30 million. Many are old, millions need 


repair. There will be a large call for repairs in 1934. VACUUM CLEANERS... FANS 

Ohio Brush Kit—No. | contains replacement brushes and springs to ... WASHING MACHINES... 

fit 98% of the existing makes of ea ice hme here. SEWING MACHINES BUFF- 
ill bh th brush spring without sending eee 

ERS... DRILLS... DENTAL 

Conveniently arranged—easy to use—easy to keep in order. MOTORS, ETC. 


Write today for prices—get ready for profitable repair work. 


OHIO CARBON COMPANY ::: CLEVELAND :-: OHIO 


BOND BATTERIES 


Here’s the biggest advance of years in battery construction—new ideas that [| 4 
make Bond batteries outsell and outlast all predecessors. Bond No. 6 cs 4 
Perfect Seal, Soldered Zinc-Top cells set a new standard. The all zinc top va 

leaves 5 to 10 times more space inside than the ordinary wax top for energy- i. 
producing chemicals—gives greatly increased ampere-hour capacity. The Ge 3 
Perfect Seal makes the cell leak proof—it’s pressure tested. New Bond [| 
construction assures longer shelf and service life, perfect insulation, strength Ge 
to withstand rough handling, moisture resistance. 


Bond Impr-gnated Fibre Dome Top Mono-cell flashlight batteries do not short 
circuit, give whiter, brighter light—longer. 


Similar superiorities mark Bond Radio ‘‘B’’ and “‘Hot Spark’’ 
Batteries, Automotive Products, Flashlight cases and 


Radio Tubes. 
For full details, use the coupon now. <7. 4 

Bond Electric Corporation, 


BOND ELECTRIC CORPORATION 


Send details on Bond Batteries 
and electrical trade sales helps. 
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Tuomas A. EDISON, INC., has been in 
touch with the demand of the consumer 
for certified electrical appliances. They 
have therefore aes the policy of 
submitting all EDI to 
test against specifications of Associa- 


tion of Edison [luminating Companies. 

a To date test reports have been issued and 
or... INC, labels awarded by the Electrical muting 

WEST ORANGE, N.J. a New York, on the following 


Edicraft Jr. Toaster 

Edicraft Waffle Baker 

Edicraft Sandwich Grill 
(Automatic) 

Edicraft Sandwich Grill 
(Non-Automatic) 

Edicraft Iron 
(Non-Automatic) 


In addition both EDICRAFT Cord Sets 
have been manufactured in accordance 
with the specification of the A.E.LC. 
and have been so certified for the past 
year. 


Chrome Finish— Cooking tempera- 


bakes T-inch tures controlled Chromium plated 


— non-automatic 
Chrome Finish— waffles — 660 by Edison Heat 
660 watts — In- watts — cooled Regulator. List 
genious horizontal base — cool Price $13.95. edges. Highest 
heating element handle. Cuteaie’ Non-automatie quality — a sales 
—simple—e by Edison without Regula- leader. List 
List Price $4.75. ‘ist tor. List Price Price $3.95 

Price $14.95. $9.95. 


EDICRAFT SWITCH PLUG coup SET @EDICRAFT CORD SET 


Safety, conveni- 

= ence and quality 

Seven foot are provided in 
10,000 cycle this approved 
-improred spring cord set, stand- 
—y wich, plus. ard on all Edi- 
pere ow lances 
Last Price $1.00. 


All EDICRAFT appliances a are ‘capplied with EDICRAFT Certified Cord Sets 


— 
( 
Typical certifi § AFETy if JUNIOR LUsa q 
cate attached tt The ER 
| 
5 
EDICRAFT JR. TOASTER@EDICRAFT WAFFLE BAKER @EDICRAFT SANDWICH GRILL @ EDICRAFT ELECTRIC IRON 
as 


WHY 


OVERH 


BECAUSE— 
IT’S THE NATURAL WAY 
To Wash Cleaner and Quicker 


With less wear on the clothes — 
Clothes naturally float in water. — 
agitation passes most water throug 
them, with the slowest motion and 
therefore least wear. The cleanest 
water is at the top of the tub. 


WASHERS ALSO 


have Patented Cast Aluminum Di- 
vided Clothes Driers, and Zenith 
Patent Clothes Separators which 
absolutely prevent tangling. No 
other washer has these 
Zeniths are built for lifetime service. 


Made in five models priced from 
$49.50 up. 


ZENITH MACHINE COMPANY 


General Offices 
259 So. Ist Ave., E, Duluth, Minn. 
N York Chicago 
20 1416 Merchandise Mart 


AGITATION? 
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JUST AS YOUR CUSTOMERS 
LOOK FOR 


“STERLING” 


ON THE SILVER THEY BUY 


THEY LOOK FOR 


BURGESS 


ON FLASHLIGHT, RADIO & IGNITION 


BATTERIES 


The Well Known 
BLACK and WHITE 
BURGESS Stripes 
are the Hallmarks 
of 
BATTERY 
QUALITY 


PROFIT WITH BURGESS IN 1934 


BURGESS BATTERY COMPANY 
FREEPORT, ILL. 
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Safe CARRENE 


Greater BEAUTY 

More CONVENIENCES 

Almost NO SERVICE 
AND???? 


Ask your distributor quick 
for the rest of the story! 


AMERICA IS FINDING OUT 


WHATS INSIDE 
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questions: 


Ask your wife these 


YES 
Do you have trouble getting soap to 
lather? 


Do you have to dry dishes to make 
them sparkle? 


Does your skin feel uncomfortable or 
itch after bathing? 


Do you have to use lotions on your 
hands? 


Do you have to use creams and other 
cleansers on your face? 


Do washable clothes, etc., seem to 
wear out too rapidly? 


Do faucets leak? 


Do you have trouble getting enough 
hot water? 


Do you find a hard scale in kettles, 
double boilers, etc.? 


Do you think the quality of the water 
you use can be improved? 


NO 


makes water delightfully soft for all per- 
sonal and household use. Adds no chemi- 
cals to the water. 
and models available—-fully automatic or 
manual control. 


This is the coming household specialty, and 
it’s all geared up with sound merchandising 
materials and methods, ready for an aggres- 
sive dealer in your community to start mak- 
ing money out of it now. Write for infor- 
mation at once. Exclusive territorial protec- 
tion still available for some localities. 


THE PERMUTIT CO. 
330 W. 42nd St., New York 


A broad range of sizes 


if six of the answers are “yes” — 
you have a market for Permutit! 


A Permutit water softener offers a remedy 
for each one of the troubles listed above. It 


Permutit 


THE PERMUTIT COMPANY, 
330 West 42nd Street, New York, WN. Y. 


Rush to me full particulars of your product 
merchandising plan. 


Name 


Address 


Principal Line 


and 


Permutit's Electric Auto- 


ma.ic Water Softener. 
Model AS 14 is illustrated. 


Three types of control and 


additional sizes are avail- 
able. Complete line 
hand opera‘ed 


Write for information. 


How to 


Bring America 
Back to 
Prosperity 


N AMAZING sign of these times 

is the marked increase in the per- 
centage of economists to our total na- 
tional population. Of course this in- 
crease in economists per square mile is 
bound to result in a lot of half-baked if 
not actually raw ideas. On the other 
hand it’s a swell condition when more 
people get to thinking about the eco- 
nomic or business condition of the 
nation. 


One idea that we like more and more as 
we think about it is the notion that the 
selling of new products will help bring 
America back to prosperity. When 
you consider the situation, there are 
still flocks of families that still have 
money. The problem is to pry some 
of it loose from the glue holding the 
money to the lining of the purse. When 
more money is spent, more men and 
women automatically go to work in 
stores and offices, mills and factories, 
farms and forests. 


Nw it’s going to be a hard job to 
get people to part with cash for 
old, accustomed things, beyond the 
mere necessities of life. But it’s going 
to be a lot easier, and far more effec- 
tive, to get folks excited enough to 
spend money for new and hence very 
desirable things. The 1934 autos prove 
that. 


Here’s our suggestion: study the pages 
of Electrical Merchandising, notice the 
number of new electrical appliances that 
are being offered and then see if you 
can’t get your customers interested 
enough to buy some of the new and 
improved appliances that 1934 offers. 


Electrical Merchandising 


Vol.51, No 2 


Fe 
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ELIMINATED 


IN THIS NEW DE LUXE HOOVER 


The new Model 925 Hoover, which completes the Sentinel Series 
line, has a feature never before incorporated in electric cleaners 
—a radio interference eliminator, which does away with the 
buzzing, crackling radio noises that usually occur when any 
nearby motor is in operation. As this new Hoover is primarily 
intended for use in large homes, hotels, clubs, hospitals and 
institutions where such interference might be objectionable to a 
number of people, its inclusion in the Model 925 Hoover will be 
an important aid to sales. The primary feature of this Hoover, 
however, is its ability to withstand abnormal use and abuse. 
Every Hoover dealer will find it a major source of cleaner profits. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


She HOOVER 


It LIGHTS . . As it BEATS . . As it SWEEPS 
. . As it CLEANS 


® “Every Hoover Sale 
is a Dealer Sale” 
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“FOLLOW THE COALITOSIS 
TRAIL TO PROFIT! 


The New 
Wayne 
Coalitosis 


NOW!—how to repair and 


rewind all types of motors 
covered in these practical books 


ELECTRIC MOTOR 
REPAIR LIBRARY 


4 volumes, $10.00, payable in 
easy monthly installments 


ERE is a set of books that should be on the shelf of every man 

who ever hae to touch a mur for purposes of repairing it or 
changing it to meet different operating conditions. In shop language and 
with practical shop methods it covers every step in stripping, rewindiug 
and connecting a.c. and d.c. motors o! ali Kinde. 
Covers all types of motors, from those used in small household and 
commercial appliances of kinds to mining and railway motors. 
Explains the principles underlying the different types of windings and 
gives definite instructions for doing the various rewinding jobs; also 
gives many data, tables and diagrams constantly needed by the repair 
man, including data difficult to get from any other sources. 


How to change motors for different operating conditions 


Here is all the information you need in order to determine what changes 
various types of Ye permit; to lay out new windings for specified 
to 


service cunditions; every step in the work with satisfac- 
tory resulse. 


Ir shocks buyers into action! Unusual sales 
strategy assures more successful interviews, more 
quick sales. Write today for information about this 
powerful sales campaign that will. increase your 
prestige and profit. Do it now! 


WAYNE OIL BURNER CORP. 


7Ol Glasgow Ave., Fort Wayne, Indiana 


WAYNE 


The World’s Finest Oil Burner 


Don’t Replace With 
Inferior Elements 


More than 800 power companies and 
dealers have cut their servicing costs 
on ranges and appliances—MEND-IT 
Sleeves restore full efficiency to burned- 
out open coil elements. Don't replace 
it... “Mend-It” ... and allow for 
greater profit margin. Easily applied 
with diagonal pliers. Mend-It Sleeves 


Do you ever need information on: 


—how to clean slots, true up laminations, insulate ends ae bulld up new cores 
—what to about loop windings and how to handle the 
small alternating 


know 
and locating faults in 
them 
-—rewinding small universal motors 
—ehanging single phase windings for two and three phase operating 
——how to lay out and use two phase lap windings 


meters before stripping 


in lots of 100 or less ... 5e. each; 

200 - 900 per C . .. $3.50; 1000 .. . $30. —how to make alternating-current windings for different frequencies 
MEND-IT SL EEVE MFG. COMPANY, —laying out wave wating for alternating current rotors 

32 Moss Avenue, Oakland, Calif., or —complete rules for frog-leg ——— 

thru your wholesaler. —how to lay out and eheck up three phase diagrams 


There are 1,079 pages of practical shop methods and data 


SAVE 
WITH 


MEND-IT stceve 


ask UR advertisers are 
‘em 
for 
more 


details 


really a 

very agreeable group—natur- 
ally, they can’t always put into 
each advertisement all the details 
and information that readers want. 
But if you'll drop them a line, men- 
tioning that you're a reader of 
Electrical Merchandising, they'll be 
glad to tell you more about their 
products and plans. 


like these 
in this Library. It is a complete, up-to-date key to the repair of all 


motors. Nothing else in it; every page filled with definite, practical 
facts for the industrial maintenance man and the electric shop worker. 


Low prices—easy terms—10 days’ free examination 


Bought separately the books in this 4 would cost you $il. By 
using this coupon you need pay only $2.00 in 10 days and $2.00 monthly 
until the special price of $10.00 is paid. In addition, we will 

10 days o which to examine the ke before you decide. 


money; simply fill and mail the coupon now; let us know your answer 
alver you have seen the books. 


ON-APPROVAL COUPON 


ss" HILL BOOK COMPANY, INC., 
W. 42d St., New York City 
Send Electric ght Repair Library for 10 days’ examination on 


approval. In 10 days I will send $2.00. plus few cents postage, 
and $200 monthly for four months or return books postpaid. 
(We pay postage on orders accompanied by remittance of first 


installment.) 


City and State........ 
Official Position 


(Books sent on approval to retail purchasers in the U. S. 
Canada only.) E. 
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| customer sold who has 
bought the better article is 
better served ” 


Vv Vv Vv Vv v 


“It is the practice of the customer 
to return to the store where 
she has been well served” 


From address of R. W. Turnbull, 
General Electric Co., Bridgeport, 
at recent N.R.D.G.A. Convention. 


HESE FACTS, long known to merchandising people, 
are being re-discovered in electrical appliance 
merchandising. 


One way to bring about this most satisfactory result is to 


ELECTRICAL TESTING LABORATORIES © 80th Street and East End Ave., New York 
ELECTRICAL, MECHANICAL, CHEMICAL AND PHOTOMETRIC TESTS 


37 Years In the Service of the Electrical Industry 
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is business 


waiting for 


Some few companies have never 
relaxed their sales and advertis- 
Others have been 
prompt to get underway when 
the first faint signs of dawn 
began to break through the 


darkness of depression. 


ing efforts. 


But all too many more are 
still hesitating, still waiting . .. 


Waiting for what? 


If business ever gets out of 
the darkness and into the light, 
it will be as it always has been, 
because courageous leaders get 
up and start at the break of 
day, while others wait for the 


ELECTRICAL MERCHANDISING 


sun to be fully up before they 
go out into the market place to 
display and sell their products. 


It’s not hard to learn who 
these courageous leaders are. 
You will find their names in the 
advertising pages of current 
McGraw-Hill business and in- 


Vol.51, No.2 


Backed 
advertising, their 
salesmen are abroad in the land. 
They are asking for orders. . . 
and getting them. 


dustrial publications. 
by sound 


Is your business among these 
leading ones . . . or is it waiting 
... and if so, what for? 


McGRAW- HILL PUBLISHING COMPANY, Inc. 


NEW YORK 
DETROIT @ 


BOSTON e 


American Machinist 
Aviation 

Bus Transportation 
Business Week 


Chemical and Metallurgical 
Engineering 
Coal Age 
Construction Methods 
Electrical Merchandising 


WASHINGTON 
SAN FRANCISCO @ 
Electrical West 


Electrical World 
Electronics 


Engineering and Mining 
Journal 


LOS ANGELES @ 


Engineering News-Record 

Factory Management and 
Maintenance 

Food Industries 

Metal & Mineral Markets 


330 West 42nd Street, New York City 


PHILADELPHIA e 
CHICAGO @ ST. LOUIS 


GREENVILLE e CLEVELAND 


MONTREAL LONDON 


Power 

Product Engineering 
Radio Retailing 
Textile World 
Transit Journal 
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The Fit 


Still Survive 


before? 


» 
Did you ever compare the classified section of bade ; 
the ’phone book with the directory of the year i ‘ 


It’s an interesting if somewhat dis- 
heartening pastime. You find every year that 


some merchants have fallen by the wayside. 7 


The causes are usually bad management and 


poor merchandise. 


Fortunately each trade has antidotes for busi- 
Not the least of 
these antidotes are the business magazines of 
The editorial pages tell a mer- 
chant how to manage his business profitably— 


ness disaster and failure. 
each trade. 


the advertising pages help a 
merchandise. 


Try Electrical Merchandising as a prescrip- 
tion. Use its pages as a cure for failure, as a , 


stimulant to business survival. 


Electrical Merchandising 


man buy good 


You'll find the 


) APPLIANCE 


Ric 
Driver-Harris 


HEATER CORD 


DRIVER-HARRIS COMPANY 


NEw JERSEY 


BETTER 


equipped with 


TRADE MARK GEC U PaT OFF 


and 


(approved) 


Complete Excellence 


SEARCHLIGHT SECTION 


SerVall Quality acknowledged by dealers everywhere. 


SERVALL COMPANY, 4409 Seyburn Ave., Detroit, Michigan 


Wanted for Export 


New and Used D. C. Fans 


ARNESSEN ELECTRIC CO. 
13 Water St., New York 


WILLMAN ELECTRIC 


SUPERIOR—QUALITY—WORKMANSHIP 
Armatures a Specialty 
Vac. Arm., $1.45 10% Discount on order 
Hoover, $155 6 or more. 
Drill and Motor Prices on Request. 
Also Vac. Repair Parts. 
A Trial Order Will Satisfy. 
2554 Sturtevant, Detroit, Michigan 


POSITION WANTED 


SALES ENGINEER, motors, controllers, re- 

frigeration, air conditioning. Good organizer. 
Prefer Metropolitan Area. Salary, expenses. 
PW-513, Electrical Merchandising, 330 West 
42d St.. New York City. 


AGENTS WANTED 


Manufacturer’s Agent 


Wante! tc sell a well established line of show 

window reflectors calling on architects, con- 
struction departments of chain stores and job- 
bers. Write full details as to lines carried and 
territory covered. AW-510, Electrical Merchandis- 
ing, 330 West 42d St., New York City. 


Vacuum Cleaner Armatures 


Rewound Exchange Price $1.25 


Finest Workmanship 
Prompt Service. 


Send for Vacuum Cleaner Parts Catalog 


NATIONAL ARMATURE EXCHANGE 
21 E. 14th St., New York City 


DEALERS 


Save 10 to 30% On Your Purchases 
This Tested and Successful 


MERCHANDISING PLAN 
Has made millions of dollars for the leading 
mail order houses and chain stores. 

We, as electrical-radio specialists, offer to 


one high calibre dealer in each town or 


QUALITY REPLACEMENT PARTS 
NO RECLAIMED MERCHANDISE 


Write for Our Complete Catalogue 


REPAIR PARTS & REPLACEMENT CO. 
1214-18 No. Wells St., Chicago, Til. 


community exclusive participation in the 
benefits of mass purchasing power that 
saves 10 to 30% on well known products 
and enables rock bottom costs on Parts, 
Tubes, Batteries, Lamps, Appliances, Equip- 
ment, Specialties, Wire. Motors, Washers, 
Refrigerators, etc. Exclusive territories are 
going rapidly. Write your application 
immediately. 


Electrical Purchasing Syndicate 
240 W. 23rd St.. New York, N. Y. 


DISTRIBUTORS WANTED 


To Sell the Simplest Washing Machine Drain 
The first really practical drain: low price: 
nothing to get out of order; drains right into 
sink trap. Washing machine dealers find it 
profitable and a real sales booster. Want dis- 
tributors in all territories. State territory 
covered. DW-512. Electrical Merchandising, 
883 Mission Street, San Francisco, Calif. 


SALESMAN AVAILABLE 


Additional Line 


Experienced salesman desires in Eastern Penna. 
Commission basis. 8A-511, Electrical Mer- 


chandising, 330 West 42d St.. New York City. 
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PLACES 


in step with 


REG. U.S. PAT. OFF. 


LEADERSHIP LINE 


FANS 


If you want to SELL FANS in '34, 
line up with the LEADERSHIP LINE 

. New styles... 
ing ... New quality... New value. 


New engineer- 


Combined to make real profit 
out of quick sales at prices that 
attract the volume business of 
today! 


JOBBERS 
RETAILERS RNS 


There's areal Job- 
ber-Dealer Policy 
back of every item in the 1934 
K-M Line. The illustrated book- 
let contains an interesting story. 


KNAPP-MONARCH CO. 


9300 Carbon Street 
ILL.,U.S.A. 


BELLEVILLE, 


ELECTRICAL MERCHANDISING 


ALPHABETICAL INDEX 


Vol.51, No.2 


TO ADVERTISERS 


This index is published as a convenience 
taken 


Every care is 


to the reader 
to make it accurate, but Electrical Merchandising 


assumes no responsibility for errors or omissions. 
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D. M. STEWARD MFG. CO. 


Established 1880 
Chattanooga, Tenn. 


Member, National Association of Lava Manufacturers 


LAVITE 


INSULATION 


Small lots 


No expensive 


Send drawings 


for experiment 
Cost little 


Moulds or dies 


for estimate 
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ORK 
THRUST 
CUSHION 


An exclusive feature of all Delco motors is the automatic end-play take-up, which eliminates all 


objectionable end-play noise. Any longitudinal movement of the rotor is effectively and perma- 
nently cushioned by the cork bumper which presses against the end of the shaft. Adjustment or 
replacement of this device is never necessary, as the cork is properly lubricated during assembly, and 
wear is negligible. Those manufacturers who are placing new products in the field—or improving present 
products—should further investigate this and other exclusive, patented features of Delco motors. 
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7 KELVINATOR’S GREATEST ACHIEVEMENT 
The 2oth Anniversary Line! 


HE most beautiful—the most desirable— 
and the most salable Kelvinator we have 
built in our 20 years in the industry. This, in 


gineering and design—and every one of 
them makes Kelvinator ownership more and 
more desirable. 


one sentence, summarizes the 20th Anniversary | Obviously, the wise thing to do is to get the facts 


line—the finest line of electric 
refrigerators, we honestly be- 
lieve, on the market to-day. 


Kelvinator has designed the 
first electric refrigerator with a 
place for everything—a sales fea- 
ture of tremendous value that 
cannot be duplicated in any 
other make. 


The new line has many 
noteworthy features of en- 


—about the 1934 line—about 
the unusual 1934 advertising 
and sales plan—and about 
the other advantages of the 
Kelvinator agreement — NOW. 
Wire or write to-day. .... 
KELVINATOR CORPORATION 
14250 Plymouth Road, Detroit, 
Michigan. Factories also in 
London, Ontario, and 
London, England. 


KELVINATOR 
A \ 
on ~ - 


